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Novel Co-op Ad 
Launches Sale 
by Drug Stores 


Weco, McKesson Unite 
in Program Started by 
West Coast Retailers 


Los ANGELEs—In what is be- 
lieved to be the first cooperative 
advertising campaign of this kind, 
Weco Products Co. and McKesson 
& Robbins are breaking a 1,000- 
line ad in newspapers here to- 
day (Aug. 8) promoting a com- 
bination tooth brush-ammoniated 
tooth powder sale over the sig- 
nature of “Your Independent 
Druggist.” 

The same signature, to be used 
on 500 and 360-line follow-up ads 
promoting Dr. West’s tooth brush 
and McKesson ammoniated tooth 
powder, refers to the more than 
1200 members of the Southern 
California Pharmaceutical Associ- 


‘fation, which has set up an adver- 


tising and distribution committee 


and named Allied Advertising 
ig Agency, Los Angeles, to work with 
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manufacturers in developing simi- 
lar cooperative programs. 
Objective of the committee is 
to persuade manufacturers to use 
an “equitable” portion of their 
cooperative ad budgets over the 
newly-adopted signature of the as- 
sociation. Committee members in- 
clude the association’s directors 
and heads of Brunswig Drug Co., 
McKesson & Robbins and Los An- 
geles Drug Co., principal Los An- 
geles drug jobbing companies. 


= The independent druggists’ ad 
series will kick off another nation- 
al magazine drive by Weco and 
McKesson, starting Aug. 29 with 
a spread in Life. In all, nine pages 
in Life and Look will promote a 
money-saving offer on “two of 
America’s greatest brands.” Mc- 
Kesson’s new entry in the am- 
moniated dentifrice field, priced 
at 60¢, and Dr. West’s brush (“a 
brand new toothbrush that powder 
will stay on’), selling at 50¢, will 
be offered to consumers in com- 
bination at 89¢. J. Walter Thomp- 
son is handling the national copy. 

Weco and McKesson have 
teamed up in two previous com- 
binations, the first in 1937, to sell 
several million units. McKesson’s 
established tooth powder, Calox, 
‘igured in those highly successful 
merchandising drives. 

In Los Angeles, the major drug 
chains, Owl, Thrifty and Whelan, 
also will devote ad space to the 
latest offer, and other retailers 
‘throughout the country, both chain 
and independent, are expected to 
climb on the bandwagon. Copy in 
American Druggist, Drug Topics 
and NARD Journal urges them to 
take advantage of this “dilly” deal. 


a The independent druggists’ proj- 
ect, according to Lou Sterling, of 
\llied Advertising, is intended to 
»vercome problems which vex 
nanufacturers, jobbers and inde- 
2endent drug stores alike. The as- 


(Continued on Page 53) 
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STARTS DRIVE—McKesson & Robbins and 
Weco Products Co. are breaking a new 
toothbrush-tooth powder combination 
offer with this copy over the signature 
of the Southern California Pharmaceuti- 
cal Association. Other newspaper and 
national magazine appeals will follow. 


Senate Expected 
to Take Action 
on Postal Boost 


Publishers and Direct 
Mail Users Will Pay 
$112,000,000 Increase 


WASHINGTON-—The Senate post 
office and civil service committee 
is expected to act this week on 
legislation boosting postal costs 
of publishers and direct mail mer- 
chandisers by an estimated $112,- 
000,000. 

While it is considerably below 
the amount suggested by Post- 
master General Jesse Donaldson, 
the new rate bill gains momentum 
under considerably different eco- 
nomic circumstances. 

When Mr. Donaldson proposed 
a $300,000,000 boost in postage 
rates last winter, business was on 
the upgrade. 

The draft reported by a sub- 
committee headed by Sen. Mat- 
thew Neely (D., W. Va.) includes 
a 40% increase in second class 
rates. Written to spare small dail- 
ies and weeklies, the Neely bill 
intends to get $15,000,000, largely 
from publishers of nationally dis- 
tributed magazines. 


a The subcommittee bill provides 
(Continued on Page 49) 
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Makers of 16mm. 


Movie Equipment 
See TV as Help 


Chicago Audio-Visual 
Meet Finds Industry 
in Good Condition 


Cuicaco—Just as radio first hurt 
and then helped the phonograph 
record industry, so television will 
first hurt and later help the 16 mm. 
motion picture industry, equipment 
manufacturers meeting in Chicago 
last week believe. 

For the third successive year, 
four organizations in the audio- 
visual communication field held a 
joint convention and trade show 
in Chicago. They are the National 
Association of Visual Education 
Dealers, Educational Film Library 
Association, Film Council of Amer- 
ica and the Midwest Forum on 
Audio-Visual Aids. 

The attitude toward television on 
the part of various groups was 
mixed. The salient fact is that 
sales of home movie equipment in 
the New York market, where tele- 
vision has made its deepest pene- 
tration, are off this year. 


a Equipment dealers, with an eye 
on the immediate future, were 
prone to look on television as an 
ogre. Equipment manufacturers, 
with an eye on the future, tend 
to view television as a method of 
popularizing the type of movie 
characteristic of the 16 mm. field. 
Greater interest in such movies, 
they reason, will in time (five or 
six years) bring greater equipment 
sales. 

Educators at the meeting showed 
little interest in television, except 
as an entertainment medium. Those 
who are sold on the use of audio- 
visual aids feel that 16 mm. movies 
are ideal because of their flexi- 
bility. They can be-shown when 
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Army and Air Force 
‘Restudy’ Ad Needs 


PHILCO 


announces a new and vital invention... 


Lhe Electronic 
Built-In Aerial System 
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. Only PHILCO Has It... 
the Television Set with the Electronic Bull-tn Aerial System 


NATIONWIDE—Beginning what is said 
to be Philco Corp.'s largest campaign, 
this page ran in New York and Phil- 
adelphia newspapers the first of the 
month and is scheduled for about 153 
papers throughout the country. Hutchins 
Advertising Co. is the agency. 


‘Los Angeles 


Independent’ 
Dies Suddenly 


Los ANGELES—After nearly 14 
months of operation, the Los An- 
geles Independent, whose 500,000 
circulation made it the largest free 
circulation newspaper in the world, 
announced immediate suspension 
of publication last Wednesday 
because of “shortage of working 
capital.” 

At the same time, the staff of 
approximately 300 was notified 
their services were no longer re- 
quired. The publishing company, 
which got its backing from Henry 

(Continued on Page 52) 


Last Minute News Flashes 


Cory Corp. Account to Dancer-Fitzgerald 

Cuicaco—Advertising of all products of Cory Corp. and Fresh’nd- 
Aire Co. has been placed with the Chicago office of Dancer-Fitzgerald- 
Sample, including Cory coffee brewers, electric knife sharpeners, 
Fresh’nd-Aire fans, air circulators, humidifiers and heater fans. Plans 
for aggressive trade and consumer advertising include major emphasis 
on all-metal automatic coffee brewers and on a breakage guarantee 
on Cory rubberless glass coffee brewers. 


Ruthrauff & Ryan Gets Entire Staley Account 
Decatur, ILt.—A. E. Staley Mfg. Co. has appointed Ruthrauff & 

Ryan, Chicago, to handle its entire account. R&R was named last Jan- 

uary to direct advertising of Staley’s industrial division and Cameo 


starch. Other package goods it is 


taking over, formerly handled by 


Hill Blackett Co., include Sweetose syrups, cream corn starch, cube 
starch and Sta-Flo liquid starch. Staley, whose ad budget last year 
ran about $750,000, hasn’t completed its fall promotional plans. 


American Satety Razor Joins TV ‘Cavalcade’ 


New YorK—Failing to find a TV show for fall, American Safety 
Razor Corp. will join the list of participating sponsors for DuMont’s 


“Cavalcade of Stars” 


(Drug Store Television Productions through 


Stanton B. Fisher, Inc.) on Sept. 3. Three products will be featured. 
Plans for a national spot radio campaign have been sidetracked pend- 
ing a test for Silver Star blades (through Ruthrauff & Ryan) in Los 


Angeles and San Francisco. 


(Additional News Flashes on Page 53) 


End Gardner Contract 
Oct. 31; Fate of Ad 
Program in Balance 


WasHINGTON—Gardner Adver- 
tising Co., St. Louis, last week got 
its “notice” from the Army and 
Air Force, and it appeared likely 
that the bulk of the $2,500,000 ear- 
marked for recruiting ads during 
the coming year will never be 
spent. 

A tense situation had surrounded 
the military advertising contract 
since early this month, when Ruth- 
rauff & Ryan and N. W. Ayer & 
Son suggested that the Senate ap- 
propriations committee look into 
the way in which the contract was 
awarded to Gardner (AA, July 
18). 

The break came Wednesday in 
a cryptic statement announcing 
that the Secretaries of the Army 
and Air Force were making a 
study to determine whether ad- 
vertising is necessary to support 
recruiting during the forthcoming 
year. 


a “Because of the decision to re- 
study the entire advertising ques- 
tion,” the statement said, “the 
Secretaries said the contract with 
the Gardner Advertising Co., the 
incumbent agency, would be ter- 
minated as of Oct. 31.” 

The statement commends Gard- 
ner for the program which it has 
conducted since Oct. 1, 1948. Pre- 
viously the recruiting account 
rested with N. W. Ayer & Son. 

The dismissal comes as a sur- 
prise. While Gardner’s reappoint- 
ment to the account was announced 
May 4, top Pentagon officials had 
maintained that a contract was 


(Continued on Page 49) 


Cowles Sell Station 
WOL, Washington, to 
Owner of WWDC 


WASHINGTON—Capitol Broad- 
casting Co., operator of independ- 
ent Stations WWDC and WWDC- 
FM, agreed Thursday to pay $300,- 
000 for facilities of Washington 
radio properties owned by the 
Cowles brothers. 

If approved by the Federal 
Communications Commission, the 
deal would leave Cowles interests 
tree to concentrate on radio and 
television properties in Boston, Des 
Moines and Sioux City, Ia., and 
Yankton, S. D. 

Ben Strouse, vice-president of 
Capitol Broadcasting Co., said 
WWDC would move to WOL’s fre- 
quency, and increase its audience 
by 250,000 through the use of the 
additional power that would be- 
come available. Disposition of Mu- 
tual network’s program still is be- 
ing discussed. Present facilities of 
WWDC would be sold. 

Capitol Broadcasting Co. is con- 
trolled by Joseph Katz, Baltimore 
agency executive. Its FM affiliate 
conducts special transit radio serv- 
ice in conjunction with Capital 
fransit Co. 
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First Postwar Audit 
of Outdoor Issued 
by TAB for 11 Areas 


New YorK—The Traffie Audit 
Bureau last week released the first 
audit circulation figures for out- 
door available since the war be- 
gan, with Release No. 1 covering 
11 cities. 

In a foreword, Vergil D. Reed, 
associate director of research, J. 
Walter Thompson Co., and presi- 
dent of TAB, said the 11 mar- 
kets had a total population of 2,- 
270,414. Similar market data will 
be released as rapidly as audits 
are completed, Mr. Reed promised, 
and said operators serving more 
than 60 cities Have applied for 
audit. 

TAB hopes to audit all these 
plants (whieh cover areas with 
about 30,000,000 population and 
43,851 panels) before the end of 
1949. 

The 11 areas: Atlanta; Allen- 
town, Bethlehem and Easton, Pa.; 


Memphis, Nashville; New Orleans; 
Phillipsburg and Reading, Pa.; 
Richmond, Va.; and Weirton, W. 
Va. The audits were made in 
March, April and May of this 
year. 


a The report gives date of audit, 
the population of the area, the 
panels in a “100 showing”; num- 
ber of 100 showings available; 
average daily circulation of a 100 
showing, gross and effective; and 
average space position value of a 
plant. 

The “average daily effective cir- 
culation” figure is composed by 
taking 50% of gross pedestrians 
and automobile passengers and 
25% of gross mass transportation 
passengers. The average space 
position value is a measure— 
based on a scale with ten as 
maximum value—of the efficiency 
with which the panels in the 
plant utilize their total effective 
circulation. 

The highest score for a plant 
in the current report is 9.5, a rat- 
ing held by the Lehigh Advertis- 


ing Corp., Phillipsburg. The Beth- 
lehem plant of Lehigh and the 
Memphis General Outdoor plant 
had 9.2 ratings. 


U. S. Tobacco to Sponsor 
Radio-Video Mystery 


William Gargan will star in 
radio and television mystery 
dramas under the sponsorship of 
U. S. Tobacco Co. next fall. The 
radio version will be heard Sun- 
day afternoons over Mutual as a 
replacement for the tobacco manu- 
facturer’s audience participation 
show, “Take A Number.” 

NBC will carry the telecast, time 
to be decided later. Kudner Agency 
will handle these shows for Model 
and Dills’ Best tobaccos. 


RMA Reports on Output 

is now slated for Sept. 26. FCC 
sociation reported last week that 
more than 1,000,000 televisien sets 
were produced during the first 
half of 1949, a total slightly in 
excess of the TV output for all 
of 1948. During the same period, 
manufacturers turned out 3,000,- 
000 AM sets, and 424,000 FM sets 


or AM-FM combinations. 


FCC Postpones Deadline 
for TV Channel Briets 

The Federal Communications 
Commission decided last week to 
give the television industry an ex- 
tra 30 days to mull over the pro- 
posal for a two-band system of 
“nation-wide competitive televi- 
son.” The commission originally 
fixed Aug. 29 as the date for 
show-down hearings on the plan 
to add 42 “ultra high frequency” 
channels to the television system. 

At least 14 important industry 
members immediately protested 
that they needed more time to pre- 
pare their statements. As a result 
of the postponement, the hearing 
is now slated for Sept. 26. FCC 
originally asked industry to file 
its comments by Aug. 8 and its 
counter-proposals by Aug. 19. The 
new timetable gives industry until 
Aug. 26 to file comments and Sept. 
12 for counter-proposals. 


ABC Names Soutter 

Peter M. Soutter has joined the 
network sales staff of American 
Broadcasting Co., New York. He 
formerly was an account execu- 
tive with the Paul H. Raymer 
Co., radio station representative. 
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SCORES HIGH 
READERSHIP, 
LOW COST 


... average woman readership over a five-year period of 
38 per cent... average cost per woman reader of only 
.0128 .. . that’s the score recorded by M*J*B Coffee in a 
new, five-year appraisal of their consistently effective ad- 
vertising in Western Hometown Daily Newspapers! 
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Complete data on the high advertising read-_ 
ership by both men and women, and the cost 
per reader, are now available in a five-year 
summary of the Hometown Daily News- 
paper Readership Studies for 1945-1949, 


Included are detailed readership and cost figures on successful 
national advertising in the following classifications: 
* GROCERY PRODUCTS 


* ALCOHOLIC BEVERAGES 
© TRANSPORTATION 
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Five-Year Summary Reader Studies of 25 Western 
Hometown Daily Newspapers Now Available 


all conducted by Dr. Chilton R. Bush of 
Stanford University. The summary records 


the findings in reader studies 


of 25 Western 


daily newspapers, typifying all the Home- 
town Dailies of the 11 Western States. 
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Vi Send now for your free copy of the Five-Year Summary 


HOMETOWN DAILY NEWSPAPERS 


2001 BEVERLY BLVD. « LOS ANGELES 4, CALIFORNIA 
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New Markets Opene:| 
for Product-of-Week 
by J. A. Coveney Co. 


New YorK—Five additional mai . 
kets will be used this fall for th: 
advertising-sampling-merchandis 
ing plan known as Product-of-the - 
Week, the James A. Coveney Co, 
originator, owner and operator : { 
the plan, told AA last week. 

The promotion, currently run- 
ning in Denver, Baltimore, Cleve - 
land, Springfield, Mass., Los Ange - 
les, Long Beach and San Dieg:, 
will be extended to Boston, Wash- 
ington, St. Louis, East St. Louis, 
Ill., Portland, Ore., and Seattle. 

Papers that will sponsor the 
promotion in the latter cities will 
be the Boston Suburban Quality 
Newspapers in Greater Boston, Si. 
Louis Accredited Newspapers, East 
St. Louis Press, Portland Shop- 
ping News, Seattle Shopping 
News and Washington Shopping 
News. 

This will give participants an 
additional coverage of 838,562 
families in these markets, a spokes- 
man for the Coveney organization 
said, and will make a total cover- 
age of more than 2,000,000 major 
urban families now covered by the 
plan. 


s In addition to the 47 products 
of 26 leading grocery product 
manufacturers that have been used 
in previous Product-of-the-Week 
promotions (AA, Feb. 21), eight 
additional companies with 14 na- 
tionally advertised products have 
been booked for participation this 
fall. 

The Coveney plan is a coordi- 
nated promotion program offered 
to a manufacturer at $10 a thou- 
sand coupons distributed. For this 
price the Coveney company prints 
the coupons; distributes them; pro- 
motes product and plan to re- 
tailers; product and coupon to the 
public; collects redeemed coupons 
from dealers; reimburses dealers, 
and delivers redeemed coupons, 
classified by stores, to the manu- 
facturer. 

Plans are now being made to 
open a number of additional cities 
later this year and in early 1950. 


Butler Bros. Names Steffey 
Head of Retail Division 


Albert O. Steffey has been 
elected vice-president of Butler 
Brothers, Chicago, wholesale dis- 
tributor of variety goods, and pres- 
ident of Scott-Burr Stores Corp., 
subsidiary organization. 

Mr. Steffey was formerly vice- 
president of Montgomery Ward & 
Co. He will head the retail division 
formerly in the charge of Bert R. 
Prall, who was elected president in 
May. Mr. Steffey resigned as vice- 
president of retail operations for 
Montgomery Ward in April. He 
began his career with that com- 
pany in 1928. 


Albert Morse Named V. P. 


Albert L. Morse has bee: 
eleeted vice-president in charg: 
of advertising, Goodall-Sanford 
Inc., Sanford, Me., parent compan; 
of Goodall Fabrics and Goodal 
Co., maker of Palm Beach suits 
Mr. Morse will hold the same posi 
tion in both subsidiaries. Until hi 
election, he had most recently beer 
advertising director, having joinec 
Goodall-Sanford in 1936. 


Throughout the U S.A., the best-informed 
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EXPORT ADVERTISERS 
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THE COMIC WEEKLY 


announces the addition of 


ST. LOUIS 


America’s 8th largest city, 
through affiliation with the 


St. Louis Globe-Demorcrat 


Sunday Comics Section 


Effective Sunday, January Ist, 1950, 
the St. Louis Globe-Democrat 


Sunday Comics Section joins the powerful 
national comics network through which 
advertisers in PUCK are assured of intensive 
family coverage in America’s richest markets. With the 
January Ist, 1950, issue, all advertising in PUCK will 
also appear in the St. Louis Globe-Democrat Sunday Comics Section. 


The A. B.C. statement for March 31st, 1949, (with the 
St. Louis Globe-Democrat included) brings PUCK’s total 


5 circulation to the highest in history. ..8,749,276. 
Save THE COMIC WEEKLY 


THE ONLY NATIONAL COMIC WEEKLY — A HEARST PUBLICATION 


63 Vesey Street, New York + Hearst Building, Chicago 


/ 
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Joins Blackburn-Hamilton 


Harold R. Murphy, formerly 
executive vice-president and gen- 
eral manager of the Daily Calu- 
met, Chicago suburban paper, and 
for ten years owner and publisher 
of three suburban weeklies in 
Milwaukee, will join Blackburn- 
Hamilton Co., media broker, on 
Aug. 15. He will be in charge of 
the company’s newly established 
~/ office at 333 N. Michigan 

ve. 


CBS Seeks Ways 


for Improving 
Its Commercials 


New York—Radio commercials, 
like Mark Twain’s weather, have 
long been something that prac- 
tically everybody complains about, 


at Station WCCO, Minneapolis, has 
since been extended to several 
other stations. Since it is con- 
sidered absolutely essential that 
announcers be unaware of their 
participation in the experiment, 
the names of the stations will be 
kept secret until tests are com- 
pleted. 

Each station manager, none of 
whom is required to cooperate, 
will implement the idea in his 
area as he sees fit, but it is ex- 
pected they will follow pretty 
closely the pattern set by WCCO, 
pioneer in the study. 


ws In this instance three secret re- 
cordings were made of all the sta- 
tion’s commercial announcers at 
work—one before, one mid-way 
and one after completion of the 
tests. 

Merle Jones, manager of WCCO, 
began his program by calling a 
meeting of the announcers. He re- 
minded them that the radio au- 
dience was composed of individ- 
uals, much like themselves, and 
that these individuals usually lis- 


tened at home while relaxing in 
the living room, bedroom or work- 
ing in the kitchen. He suggested 
that they try to make their com- 
mercials a personal sales message 
to each listener. 

To help the announcers achieve 
the effect of talking directly to his 
potential customers, the station 
recommended that they: 

1. Sit down while doing the com- 
mercial. (This to make it more 
difficult for the announcers to talk 
down to their audience.) 

2. Talk past the microphone, not 
into it. 

3. If possible, have somebody 
seated opposite them to sell the 
commercial to. (“We figured if 
they couldn’t get the message 
across to one person in the studio, 
they wouldn’t have much chance 
of convincing the millions out- 
side,” Mr. Meighan explains.) 


a The announcers offered some 
suggestions of their own. They 
said it was difficult to be personal 
about something, the sense and 
language of which was imper- 
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Just a score of years as men measure time, but 


“ a? or & - Rag ‘@ ‘© © ©! but practically nobody does any- 
Are you selling the *| tine about. ; 
bad @| Hence the news that Columbia 
+ $1 ,000,000,000 @| Broadcasting System has been 
. quietly experimenting to find out 

church market? ®/how radio commercials can be 
bad " » het e| improved has excited a great deal 
eS ore August 20th you _| of interest. Howard Meighan, CBS 
fan toke advantage of Christian ®| i -¢_president, who is mastermind- 
@ Herald's editorial and merchandising @| ing | a experiment hes sessived 
e programs. ae ’ saab 
e|a great deal of “fan mail” from 
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27 Eost 39th Street, New , N.Y. : v 
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in measurement of deeds Northwestern has emerged from 
a small photo engraving plant to one of the finest in 
the cuntry today. Through expansion and improvement 
Northwestern has earned renown as an establishment 

where quality, service and promptness 


is the by-word. 
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service. 


1929 


Northwestern's birthplace... ° 
the humble beginning of a 
modern up-to-the-minute 


1949 


Northwestern's ultra modern home... 
where the newest in equipment and the 
most experienced technicians are ready 


NIGay 


NOW, AS ALWAYS, FOR QUALITY WORK, "ROUND THE CLOCK OPERATION .. . PLUS THE ABILITY TO PRODUCE WHEN PRODUCTION IS VITAL... LOOK TO 


NORTHWESTERN PHOTO ENGRAVING CO. 


to give YOUR photo-engravings 
7 that “plus” factor. 


NOT INC. 


328 SOUTH JEFFERSON STREET © CHICAGO 6, ILLINOIS 
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sonal. This presented a ticklis , 
problem for the managemen . 
Agencies, generally, expect ther 
copy to be read as sent. Even ¢é; 
much as a comma change cannc: 
be made in copy for some product: 
because of legal complication. . 
However, some agencies did agre:> 
to the recommended changes an | 
the messages were read in the re- 
vised form. 

One rather surprising discover y 
was the announcers’ unfamiliarity 
with the products they were push- 
ing. Everybody spent a couple of 
days finding out what he really 
was talking about. One announcer 
who had been plugging Stude- 
baker took his first ride in a Stude- 
baker. Another sampled the candy 
bar he had been helping to se!! 
for months. 


w Results of the WCCO study are 
being analyzed by Columbia. Mr. 
Meighan, for one, is well pleased 
with the outcome. “By the third 
recordings the announcers were 
using the singular ‘you’ instead of 
the plural,” he comments happily. 

A great believer in sincerity in 
radio commercials, Mr. Meighan is 
quick to point out that it has 
never been proved that they sel! 
more goods than high-pressure, 
hammer-technique straight sell- 
ing. “Unfortunately, commercials 
that are the most popular with 
people may not necessarily sell 
the most goods,” he said. 

Best indication that sincere, 
straightforward commercials do 
move merchandise are the success 
stories of such sponsor-pleasers 
as Arthur Godfrey and Galen 
Drake of the Housewives Protec- 
tive League. The latter built a 
tremendous business on a com- 
mercial technique. 

Mr. Meighan’s basic definition 
of a good commercial is “one that 
sells goods.” 


a As essentials in content and de- 
livery for such a commercial he 
lists: 

1. Stick to one selling idea. ’ 

2. Get into the message without 
a gimmick. There is no need to 
make an excuse or an apology for 
trying to convince somebody that 
he should buy such and such a 
brand of cereal, car or soap. 

3. Use the singular, not the plu- 
ral “you” when talking to the radio 
audience. 

4. Whenever possible the an- 
nouncer should be familiar with 
his product. 

“When any business starts to 
shrink, it needs to become more 
efficient,” the network executive 
said. “One way for radio to be 
more efficient is to improve its 
commercials. Our studies will be 
worth while if some of the dis- 
coveries we make that are of value 
gradually find their way into the 
business.” 


Handmacher-Vogel Prepares 
Presentation Portfolio 


Handmacher-Vogel, Inc., Nev 
York, through Philip I. Ross Cc, 
New York, has prepared a ne\/ 
presentation portfolio, “Fashiors 
Timed for Profits,” to promote the 
Handmacher line for fall. The boo< 
tells when each style pictured wi | 
be released, tying merchandise de - 
livery dates with a timed promc- 
tional schedule. 

The schedule includes adverti:- 
ing in Cosmopolitan, Good Hous«e- 
keeping, Harpers’ Bazaar, Holida;), 
Ladies’ Home Journal, Mademo- 
selle, The New Yorker, The Sa’- 
urday Evening Post, Town & Cou - 
try and Vogue. The book al:0 
shows suggested release dates fcr 
newspaper advertising, televisic ) 
pa radio spots and printed liter: - 
ure. 


IF YOU USE CAR CARDS 
Send for FREE Sample . 


“CARDISPLAY’ 


UNIQUE POINT-OF-SALE 
—  . CAR-CARD HOLDER 


CARDISPLAY CO 
W004 MARQUETTE AVE, MINNEAPOLIS. | 
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More than four out of five families show you the way to go home in 
Philadelphia. In this vast trading center, The Bulletin is read in 
over 80 per cent of the homes. 

Look at Pennock Avenue in suburban Highland Park, for ex- 
ample. In two blocks, The Bulletin goes to 35 of 42 families. 

That’s how it is in the nation’s third largest market. Your adver- 
tising goes home with The Bulletin, stays home, is read by the 
entire family—evenings and Sundays. In the city of homes, there’s 
nothing like the home newspaper to deliver your product message. 


ADVERTISING OFFICES: Philadelphia, Filbert & Juniper Streets. New York, 285 Madison Avenue. 
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National Advertising Representatives: Sawyer-Ferguson-Walker Co., Chicago, Detroit, Atlanta, Los Angeles, San Francisco 
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In Philadelphia 
nearly everybody reads 
The Bulletin 
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‘Lincoln-Mercury Times’ 
Becomes a Bi-Monthly 

With the July-August issue, 
“Lincoln-Mercury Times,” for- 
merly published as a pocket-size 
monthly by Ford Motor Co., be- 
came a standard (8%x11”) bi- 
monthly for free distribution 
through dealers. 

Ford also distributes “Ford 
Times,” a pocket-size travel- 
monthly, and “Ford Truck Times,” 
also pocket-size, devoted to the 
trucking industry. 


Dinion & DuBrowin Appointed 

Craig-Mark Corp., manufacturer 
of Town & Country car washer, 
New York, has named Dinion & 
DuBrowin, New York, to direct its 
account. Newspapers, magazines 
and direct mail will be used. 


Markham to Head 
NAB’s TV Division. 

WASHINGTON—The second of two 
important new offices in the 
“streamlined” National Associa- 
tion of Broadcasters went last week 
to G. Emerson Markham, manager 
of WRGB, General Electric tele- 
vision station in Schenectady. 

Mr. Markham is to head up the 
“video division” in the reorganiza- 
tion plan approved by the NAB 
board last month. Ralph Hardy, 
assistant program director of 
KSL, Salt Lake City, is to direct 
the “audio division,” which the 
board set*up at the same time 
(AA, Aug. 1). 


Stag ee 


622 W. LAKE STREET 
CHICAGO 6, ILLINOIS 
PHONE DEARBORN 2.6375 


THE PROOF 1S IN THE REPRODUCTIONS 


. 


As director of video, Mr. Mark- 
ham is to represent television in- 
terests in the association, draw- 
ing on the facilities of six ser- 
vice departments included in the 
plan. 

One of these departments, gov- 
ernment relations, will be headed 
by Forney A. Rankin, who joined 
NAB a year ago as advisor on in- 
ternational affairs. A second, the 
engineering department, is to be 
headed by Neil McNaughton, pre- 
viously assistant director of engi- 
neering. 

The other four are continuing 
under pre-streamlining manage- 
ment. They are Robert K. Richards, 
public relations; Richard P. Do- 
herty, employer-employe relation- 
ships; Don Petty, legal; and Ken 
Baker, research. 


Lipsey Opens Own Agency 

Bill Lipsey, for the past four 
years an account executive with 
S. K. Lenby Advertising, Chicago, 
has formed his own agency, Bill 
Lipsey & Associates, with offices 
at 64 E. Lake St., Chicago. 


YA 


“Ride "em Cowboy!” . . 


Events . 


This is why Sales 


Mekes The Sale!” 


AS GENUINELY 
AMERICAN 


. Fiction . 


making Aids and Recipes . . 


into Capper’s Weekly and ride for real results . 


. with “spurs that jingle jangle” . . 


. Humor. . Cartoons . 


Managers 


Bucking bronchos . . . 


Roping and “Bulldogging” they all magically add up to millions of interested 
spectators who enjoy the spine tingling, genuine Americanism of the RODEO 
. » brimful of HUMAN INTEREST in the colorful tradition of the West, To 
readers, CAPPER’S WEEKLY, in the vast, rich Farm Be" Rural Town market of 
Iowa, Nebraska, Missouri, Kansas and Colorado, is another symbol of HUMAN 
INTEREST. Every week, CAPPER’S WEEKLY “rounds up,” News . . 


. Current 


. Poetry . . Home- 


. Patterns and a host of other sparkling features 

and “brands ‘em” with the unique type of HUMAN INTEREST, editorial tech- 
nique which characterizes “The Feature News Weekly of the Rural Midwest.” 
Advertising Managers and Agency Execu- 
tives in “corrals” from Tacoma to Tallahassee are saying, “Head your schedule 


. because Capper’s Weekly 


Capper Publications, Inc. 
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NANCY O?—Maybe the mystery name in 


cartoonist himself (AA, Aug. 


the “Lil Abner” strip lately refers to this 
special shmoo Al Capp has dreamed up for Procter & Gamble’s new shmoo-naming 
contest. This 1,000-line newspaper ad opening the promotion was designed by the 


1). The ad also ran in Life. 


‘Radio Week’ to Cover TV; 
Manson Heads Committee 
“Radio Week” will be “Radio 
and Television Week” in many 
parts of the United States this 
fall, the advertising committee 
of the Radio Manufacturers As- 
sociation announced last week. Re- 
cognizing the rapid growth of 
TV, the association is producing 
two forms of “Radio Week” mate- 
rial, so that “Radio and Television 
Week” can be observed wherever 
television service is available. 
The RMA advertising committee 
is directed again this year by 
Stanley H. Manson, advertising 
and public relations manager of 
Stromberg-Carlson, Rochester. 


Two Name Maple Associates 

Bussey Products Co., Chicago, 
manufacturer of farm and home 
products, and Continental Soap 
Corp., manufacturer of Fazt, for 
washing machines, have appointed 
Maple Associates, Chicago, to han- 
dle their accounts. Newspapers, 
business papers, radio and direct 
mail will be used. 


Two Banks to Copeland 

Belmont National Bank, Chicago, 
and the First State Bank of Elm- 
wood Park, Ill., have appeinted 
Allan J. Copeland Advertising, 
Chicago, to handle their advertis- 
ing. Direct mail and outdoor 
posters will be used. 


New Process 
Yields Improved 
Color for JANTZEN 


At last, truly flexible /oca/ color 
control is available to color 
photography! CHROM ART, the 
special artcopy-for-platemaking 
print, achieves it by an exclusive 
process for hardening gelatin 
selectively. 


Color films are manufactured, 
exposed, processed under varying 
conditions. For instance, Jantzen 
recently sent us 13 Kodachromes 

. some dark, some light, most 
of them “off.’’ From these we 
made 13 Chromart Prints, uni- 
form in overall tone, yet match- 
ing the swatches furnished! 


Our new /ocal control permits 
color modifications of local 
areas independently of the rest 
of the picture image. This gen- 
erally eliminates all need for 
texture-concealing air brushing 
and excessive re-etching on the 
printing plates. 


CHROM ART Prints, made from 
your color films, cost from $52 
to $122, depending on size 
ordered. This superb plate- 
making copy can be dramati- 
cally displayed, lettered, re- 
touched, pasted into final art 
.. + color films cannot. Write! 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 


America’s Oldest 


Colorprint Service 
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Mrs. Miller Named 
‘9 ‘Times-Herald’ 
Post by McCormick 


WASHINGTON—Col. Robert R. Mc- 
( ormick, new owner of the Wash- 
i .gton Times-Herald, announced 
jist week that his 28-year-old 
:iece, Ruth Elizabeth McCormick | 
)} tiller, will move here Oct. 1 to 
take over direction of the newspa- 
per. 

Mrs. Miller, mother of two young 
children, is president of the Trib- 

ne, La Salle, Ill. She will be vice- 
president of the Times-Herald, 
and her husband, Maxwell Miller 
Jr., Will be either secretary or 
treasurer. 

Colonel McCormick will be pres- 
ident of the Times-Herald, but 
will not move to Washington. 
Francis M. Flynn, president and 
general manager of the New York 
Daily News, will be chairman of 
the board. 

Colonel McCormick did not in- 
dicate any changes in the Times- 
Herald organization. W. C. Shel- 
ton, one of the seven executives 
who inherited the paper under the 
will of the late Eleanor Patterson 
and then sold it to Colonel Mc- 
Cormick, remains business man- 
ager. Frank Waldrop, another heir, 
continues editor-in-chief. 


a The paper was sold chiefly for 
tax purposes, it was said here. The 
purchase price was not disclosed. 

Mrs. Miller is the daughter of 
the late Medill McCormick, for- 
mer publisher of the Chicago Trib- 
une and senator from Illinois. Her 
mother was the late Ruth Hanna 
McCormick Simms, congresswo- 
man and daughter of the late 
Sen. Mark Hanna of Ohio. 

Mrs. Miller entered newspaper 
work on her mother’s paper in 
Rockford, Ill., on May 21, 1945. 
She succeeded her mother as a 
director of the Chicago Tribune 
Co. and in January, 1947, she and 
her husband consolidated the La 
Salle News-Tribune and the near- 
by Peru News-Herald into a single 
newspaper for La Salle, Peru and 
Oglesby, Ill., with Mr. Miller as 
publisher and his wife as pres- 
ident. 


Dailies and Radio 


Used in 37 Cities 
to Help Fight Polio 


New YorK—Newspapers and ra- 
dio stations in 37 cities of 14 
‘tates are being used by the Na- 
tional Foundation for Infantile 
Paralysis to help educate the pub- 
lic on what to do when polio 
strikes an urban area. 

Before the number of infantile 
paralysis cases in a specific area 
approaches a critical stage, the 

sundation authorizes Batten, Bar- 
ton, Durstine & Osborn to place 
advertisements in all local news- 
papers and arrange for radio space 
with all local stations in the area 
affected. 

Space and time are paid for by 
iriends of the foundation. Eaeh ad 
nd radio announcement stresses 

ie following statement: 

“In view of the emergency cre- 

ed by the current rise in infan- 
‘le paralysis cases throughout the 
ation, funds for this announce- 
ient have been contributed and 
\l arrangements made by friends 
f the National Foundation for 
infantile Paralysis, in the public 
iterest. No Mareh of Dimes funds 
re being used.” 


' BBDO volunteers its services. 
‘opy is prepared by the publicity 
epartment of the foundation. 
ome of the newspapers and radio 
ations donate space, others charge 
1erely nominal rates. In every 
rea where time and space are 
sed, all newspapers and all ra- 
io stations participate. In eight- 


column newspapers, 750-line ads 
are used. Tabloid size ads run 
300 lines. Radio announcements 
are all one-minute spot recordings. 
Cities where advertising by the 
foundation is running include: 


Birmingham, Mobile and Montgomery, 
Ala.; Little Rock, Ark.; Los Angeles; 
Boise, Ida.; Springfield, Ill.; Des Moines 
and Waterloo, Ia.; Indianapolis, Ft. Wayne 
and Muncie, Ind.; New Orleans and 


| Shreveport, La.; Benton Harbor, Detroit, 


Pontiac and St. Joseph, Mich.; Biloxi, 
Gulfport, Jackson, Meridian and Vicks- 
burg, Miss.; Joplin, Kansas City, St. 


Joseph, St. Louis and Springfield, Mo.; 
New York, N. Y.; Enid, Oklahoma 
City and Tulsa, Okla.; Dallas, Galveston, 
Ft. Worth, Houston, San Angelo and San 
Antonio, Tex. 


Magnetic Names Morrow 

Magnetic Corp. of America, Chi- 
cago, has retained Tim Morrow 
Advertising, Chicago, to handle 
the advertising of its Dictascriber, 
combination transcriber and wire 
recorder. Magazines, trade publi- 
cations and direct mail will be 
used. 


Appoints Paul Slawter 


Paul B. Slawter Jr., vice-pres- 
ident of House of J. Hayden Twiss, 
New York agency, has been ap- 
pointed director of public relations 
for the American section of the 
Society of Chemical Industry, an 
international chemical organiza- 
tion. Active in various other chem- 
ical organizations, he is executive 
secretary of the Salesmen’s As- 
sociation of the American Chem- 
ical Industry. 


SEL L 


Put your sales message on signs that 

ore talked about end remembered 

PAINTED DISPLAYS « NEON SIGNS 
*  CHOICEST LOCATIONS «+ 


STERLING NEON SIGN CO. 


2706 Collineswerth Heuston 11, Texas 


SPECTACULAR SIGNS BY 


STERLING 


Flaxseed Flood ee 


Government Planners |. 
Price-Prop the Crop , 
Into a Huge Surplus 


Cut in Support Level Fails to 
Trim Output; May Cost 
U. S. $150 Million 


Lower Paint Prices Coming 


By JOHN A. MCWETHY 
ff Correspondent of THB WALL STRERT JOURNAL 
“TNNEAPOLIS—If you're. interested in 
“~en when government substi- 


the law of supply and 
flax. 


= waco 


President 


“The writers of The Wall Street Journal show ex- 


traordinary ingenuity in digging out the pertinent 
happenings in this country and abroad that affect 
business. The editors do a most competent job of 
organizing this material into a readable, useful 
newspaper. Furthermore, their interpretation of 
those happenings is extremely helpful to us in our 
business of manufacturing and selling paints and 
varnishes, insecticides and disinfectants. That is why 
I regard The Wall Street Journal as my best busi- 
ness guide.” 
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Published at 


911 Young St., Dallas 2 


A. W. Steudel 


44 Broad St., New York 4 


415 Brush St., San Francisco 8 


The Sherwin-Williams Company 


233,122 other American businessmen 
are also guided by the information 
they obtain through regular 

reading of The Wall Street Journal. 
Located throughout the United 
States, concentrated particularly 

in areas where production is greatest, 
they represent a wide diversity of 
executive responsibilities. The 
readers of this publication - 

the only national business daily — 
are able-to-buy prospects. If you 

sell to business you should advertise 
in The Wall Street Journal. 
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Distillers’ Plans 
to Use Radio Time 
Draw Johnson's Fire 


WasHiIncton—Sen. Edwin C. 
Johnson (D., Col.), chairman of 
the Senate interstate and foreign 
commerce committee, praised the 
Distilled Spirits Institute last week 
for publicly opposing efforts of dis- 
tillers to ease their way into net- 
work radio. 

He chastised a Belle Glade, Fia., 
broadcaster, who contended that 


it is an invasion of the broadcast- 
er’s freedom for the government 
to try to prevent broadcasts of 
liquor commercials. 

“IT just happen to believe,” Sen- 
ator Johnson wrote Tom Watson 
Jr., general manager of WSWN, 
Belle Glade, “that the privacy of 
the home is more sacred than the 
sales talk of the whisky peddler, 
aided and abetted by the family 
radio station.” 

A staunch dry, Senator Johnson 
already has written Secretary of 
the Treasury John Snyder and 
Federal Communications Commis- 
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sion Chairman Wayne Coy de- 
manding that the Alcohol Tax 
Unit of the Treasury and the FCC 
block proposals for broadcasts by 
distillers. 


= In his letter to Secretary Sny- 
der, Senator Johnson warned that 
Congress would intervene if the 
Alcohol Tax Unit is unable to dis- 
suade distillers from using radio. 
He told the FCC chairman that it 
might not be in the public interest 
for broadcasters to sell time to 
distillers. 

Senator Johnson’s letter to Mr. 
Watson said: “Advertisers who 
support you pay you to talk di- 
rectly to families in their own 
homes, but it is up to you to screen 
out all the advertising which goes 
over your station, unless you are 
merely a tool for sale to the highest 
bidder.” 

He denied that the listener’s 
right to turn the dial relieves the 
broadcaster of any responsibility. 


“The truth of the matter is,” Sen- 
ator Johnson wrote, “that radio 
could do itself inestimable harm 
by following the vicious policy 
you advocate of compelling the 
listener to screen your broadcasts. 

“It indicates laziness, lack of 
pride and a total rejection of sta- 
tion responsibility.” 


Sweet's Appoints Crelley 


William D. Crelley, recently 
merchandising manager of General 
Electric X-Ray Corp., has joined 
Sweet’s Catalog Service, division 
of F. W. Dodge Corp., New York, 
as manager of the custom contract 
department, which handles special 


orders covering clients’ catalog 
programs. 
Leslie Salt Appoints Muhs 


Edward E. Muhs, formerly a 
sales representative of Spreckels 
Sugar Co., San Francisco, has been 
appointed sales promotion man- 
ager of Leslie Salt Co., San I'ran- 
cisco. 


you, 


Your co-operation is respect- 
fully requested, whenever 
you use either Coke or 
Coca-Cola in print. 


You buy coke by the ton 


but Coke* 


by the bottle, the carton, or the case 


The difference is in meaning. Thus, coke (lower-case ‘‘c’’) is a kind of fuel 
—and nothing else. 


And Coke (upper-case ‘‘C’’) is Coca-Cola—and nothing else. 


The distinction may seem unimportant to anyone not directly concerned. 
But your observance of it is a vital matter to us. For the law requires 
us to be diligent in the protection of our trade-marks. That’s why we 
keep these reminders before 


*Coke = Coca-Cola 


Both are registered trade-marks that 
distinguish the same thing—the 
product of The Coca-Cola Company. 


THE COCA-COLA COMPANY 


COPYRIGHT 1949, THE COCA-COLA COMPANY 


Buick Specials 
Backed by Unit's 
Biggest Program 


Detroit—Buick Motor division 
of General Motors Corp. has wha 
it thinks is the right combinatio: 
to capture 10% of the passenge: 
auto market. The formula is it: 
new Special Series car and its 
greatest advertising announcemen' 
and follow-up campaign. 

Beginning this week on the 
Olsen and Johnson television show 
over NBC and with a four-color 
announcement spread in The 
Saturday Evening Post, Buick wil! 
launch an all-out drive which com- 
pany and agency officials expect 
to lift it from fourth to third 
place in the industry. 

R. E. Rudd, Buick’s merchandis- 
ing director, said the new series 
will be backed up with a compre- 
hensive advertising and sales pro- 
motion campaign enlisting news- 
papers, magazines, radio spots, 
video and outdoor. The complete 
program, he added, will be Buick’s 
biggest. 


= Bulk of the ad budget will be 
channeled into newspapers. Plans 
call for the use of 2,500 papers in 
1,206 cities for both announcement 
and follow-up copy. Buick, which 
claims it has always used news- 
paper space more extensively than 
any other auto maker, will use ads 
ranging from 1,750 down to 672 
lines. 

Other magazines will be used 
besides the Post, except for the in- 
itial spread, but the list and sched- 
ule are not being disclosed. 

The Olsen and Johnson TV show 
will be used in a novel manner to 
reveal the price of the new Special. 
It will be announced at the end of 
the program, when local stations 
will cut in to give the local de- 
livered price tag. Such use of video 
has never been tried before, ac- 
cording to officials of Kudner 
Agency, which directs the account. 


s Olsen and Johnson, now in the 
Tuesday night summer spot of 
Milton Berle, will move to the 9-10 
p. m. slot on Thursday nights when 
Berle resumes this fall. 

Ivan L. Wiles, GM vice-president 
and Buick’s general manager, re- 


| fused to disclose the price when 


the Special was previewed by the 
press July 19, but promised that 
it would be only “a modest sum” 
above the lowest-priced “Big 
Three”—Ford, Chevrolet and Ply- 
mouth. 

So sure is Mr. Wiles that the 
new Special will give Buick 10% 
of the market, instead of its pre- 
sent 8.5%, that he has scheduled 
half of the division’s production on 
Specials for the next few months 
August production schedules cal) 
for more than 40,000 units, a rec- 
ord: To capture 10% of the mar- 
ket, Buick must produce and sel) 
about 450,000 units. 


FM Most Expandable, 
Says FMA’s President 


The president of the Frequency 
Modulation Association claimed 
last week that current newspaper 
campaigns by Zenith and Crosley | 
indicate that FM is “radio’s most 
expandable market.” 

FM Association President Wil- 
liam E. Ware said newspaper ads 
for Zenith’s FM-only receiver, “the 
Major,” have resulted in a back- 
log of orders at’ the factory. He 
also pointed to spreads and ful 
pages in metropolitan newspaper: 
for Crosley’s FM-TV receiver re- 
tailing at $269.95. 


City of Paris Names Gregory 


Mrs. Doris Gregory has been 
named advertising manager of the 
City of Paris, San Francisco de- 
partment store, succeeding Made- 
laine Starrett. 
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Reserve Board Finds 
1948 Credit Buying 
Totaled $38 Billion 


WASHINGTON—Retail credit sales 
n 1948 rose to $38 billion, about 
iouble the prewar high in 1941, 
.ecording to the Federal Reserve 
joard’s “Retail Credit Survey— 
948.” 

The latest report shows that 
‘ash sales in 1948 accounted for 
il¢ of every dollar spent in retail 
establishments, the lowest ratio 
since prewar days, when cash sales 
were about two-thirds of the total. 

However, the growth of credit 
sales in 1948, both in dollars and 
in rate of increase, was smaller 
than either 1946 or 1947. Instal- 
ment sales expanded at a greater 
rate than charge-account sales, just 
as in ’46 and ’47. 

While 71¢ of the average 19438 
retail dollar was cash, charge ac- 
counts represented 20¢. Instalment 
sales were nearly 9% of the re- 
tail volume last year, more than 
double the 4% which they repre- 
sented in 1945. 


s The Federal Reserve Board 
credits the rise in instalment buy- 
ing last year to greater avail- 
ability of consumer durables and 
the preference of buyers for de- 
ferred payment plans over use of 
accumulated savings. 

Automobile sales in 1948 showed 
a gain of 12% over the preceding 
year, the largest rise in any goods 
classification. Despite a last-quar- 
ter slackening, appliances were up 
7% for the year, and hardware 
and furniture stores were up 5% 
and 2%, respectively. Only jew- 
elry outlets, in the durable goods 
group, showed a decline. 

Non-durable credit stores did 
about the same total volume in 
1948 as in 1947. 

Copies of the report are obtain- 
able on request from the division 
of administrative services, Board 
of Governors of the Federal Re- 
serve System, Washington 25, D.C. 


Dutch Type Foundry 
Appoints ATF Agent 


American Type Founders, Eliza- 
beth, N. J., has completed arrange- 
ments for exclusive distributor- 
ship in the United States of se- 
lected type faces cast by Type- 
foundry Amsterdam of Amster- 
dam, The Netherlands. 

Type designs will be cast in the 
Amsterdam foundries on Ameri- 
can Type Founders’ regular bodies 
ind will conform to the standards 
of this country in height, fitting, 
alignment and fonting schemes. 
The Amsterdam company with a 
ubsidiary in Brussels, Belgium, is 
aid to be the largest type foundry 
now operating in Europe. 


“he Building Industry's 
valesman-—-—-—--—-- — 


Mightiest Sales Force ! 
Man or Magazine | 
in the building products field | 


Make your sales contacts really | 
count in the book read every other | 
Saturday by the largest dealer and | 
wholesale audience ever assem- 
bled in this industry. 
| 
| 
| 


<<< American Lumberman 
4 Building Products Merchandiser 


139 N. CLARK ST., CHICAGO 2 


Fair Trade Bureau Is 
Incorporated in Illinois 


The Bureau of Education on 
Fair Trade has been incorporated 
in Illinois as a not-for-profit cor- 
poration. Members of the bureau’s 
board listed in the application are: 
John W. Dargavel, chairman and 
executive secretary of the Na- 
tional Association of Retail Drug- 
gists; Charles S. Beardsley, chair- 
man of Miles Laboratories; Henry 
Bristol, chairman of Bristol-Myers 
Co.; William J. Murray Jr., presi- 
dent, McKesson & Robbins; and E. 


L. Newcomb, executive vice-pres- 
ident, National Wholesale Drug- 
gists Association. 

The organization is actively so- 
liciting funds from druggists and 
others to educate the public in the 
operation. of fair trade laws and 
to oppose repeal or weakening of 
these laws. 


Donald Agency Joins SCAA 
Dick Donald Advertising, Los 
Angeles, has been added to the 
membership of the Southern Cal- 
ifornia Advertising Agencies. 


Gets Bakery Account 

S. B. Thomas, Inc., Long Island 
City, N. Y., baker of Thomas 
bread, has picked John Stanton & 
Son, New York, to place adver- 
tising for Thomas’ protein bread, 
Thomas’ English muffins and other 
specialty bakery products. 


Gury Joins Ted Bates 

Jeremy Gury, formerly vice- 
president and copy director of 
Donahue & Coe, has joined Ted 
Bates & Co., New York, in a crea- 
tive capacity. 


Utility Appliances to BBDO 


Utility Appliances Corp., Los 
Angeles. heaters, coolers and gas 
ranges, has appointed the Los An- 
geles offiee of-Batten, Barton, Dur- 
stine & Osborn {@ handle its ad- 
vertising, effective Sept. 1. 


Helttrich Forms Company 

Alan B. Helffrich, formerly gen- 
eral sales manager of St. Regis 
Paper Co., New York, has organ- 
ized his own paper sales company 
with offices at 369 Lexington Ave., 
New York. 


The success of any advertising 


campaign in Los Angeles primarily depends 


upon winning the A.B.C. City Zone. 


Why? 


Because here are concentrated over 


60 per cent of the population and 


64 per cent of the retail sales of the 


entire Los Angeles market. 


In the vital City Zone the Herald-Express 


reaches 45,950 more families than 


any other daily paper — and more in the 


combined City and Retail Trading Zones, too. 


Yes, advertising schedules designed to cover 


Los Angeles call for the Herald-Express. 


\w 
THE West's LARGES" © 


HERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, 


INC. 
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Available 


to advertisers 
for the first time... 


The new 1949 Magazine Audience Study provides new data on 8 mag: 


azines by which advertisers may now examine and compare female 


audiences in both the weekly and women’s service fields — separately or 


in combinations—measured in the same survey and at the same time. 


LOOK has, since 1946, sponsored total audience 
studies through the Magazine Audience Group. These 
continuing studies (by LOOK and other magazines) 
—now in their eleventh year—augment ABC circu- 
lation figures with additional data as to how many 
people are reached by each magazine, and who these 
people are in terms of sex, age, income, etc. 


This year, to provide still further audience measure- 
ment data for buyers of advertising, LOOK asked the 
Magazine Audience Group to undertake two things: 


1. To continue and bring up to date the study of 
total audience coverage by the four major 


magazines in the weekly field. 


2. To include in this same study other magazines 


than the four weeklies. 


These new 1949 audience studies—this year report- | 
ing on the 4 women’s service magazines in addition 
to the 4 of the weekly field—are now ready for 
examination and use. 


For the general weeklies, the new figures reaffirm the 
broad coverage of the total population—both male 
and female—reached by these publications at low 
cost. For the women’s service magazines, the data 
give new and important information of interest to — 
every advertiser. 
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N adding new magazines to the study, new 
] problems were met. Tests established six 
magazines per interview as the workable 
maximum. With four in the weekly field 
already included, the four women’s service 
magazines were added by alternating them, 
two per interview, through the whole female 
sample. 

Thus, this report covers not only total audi- 
ence figures and female audience figures for 
the four weeklies—but, for the first time, com- 
parable female audience figures for the four 
major women’s service Magazines. 

In making comparisons, it should be noted 
that the alternation of women’s magazines in 
interviewing—while it produces the same 
kinds of data—cuts in half the size of sample 
for each women’s magazine. Certain break- 
downs thus would not be fully valid, and are 
not made. Basic total audience figures from 
the study are given in the table at the right. 

To advertisers now planning schedules, im- 
plications of these new data have very deep 
significance—especially as they bear on audi- 
ences reached by various combinations of these 
8 magazines. 

For your copy of the study, call your LOOK 
representative, or write to LOOK, 511 Fifth 
Avenue, New York 17, N. Y. 


ISSUE NOW ON SALE 


Total 
Audience 


(10 yrs. & older) 


Audience 


10 yrs. & older) 


Female 
Audience 


(10 yrs. & older) 


Collier’s 11,514,000 6,106,000 5,408,000 


Life 28,700,000 15,129,000 13,571,000 


18,453,000 9,187,000 9,266,000 


LOOK 


Post 16,982,000 8,985,000 7,997,000 


ate tatatet otatetatatetetatatecatetatetatacetatateccontstetstvratesctoreteratettetsterenssctetateterststenatstetatetecatatatatetanatathenntetatelerstahapcteteratcterdtetecntsnenatetet setscerireatetensieneretesosienenaebaaenenatennntirnetoatenatenaratonaparacennistotessnanstesnrenneaeteonensncenteseeatenebeh 


Total female audiences 
(10 yrs. and older) 
as projected directly 

from sample 


Projected audiences allowing for 
standard error of estimates 


due to smaller sample: 


GOOD uinal 
Housekeeping 9,971,000 


10,160,000 
(min.) 9,762,000 


11,299,000 
10,976,000 


LADIES’ HOME (max.) 
11,138,000 
Journal 


McCall’s 


WOMAN’S HOME 
Companion 


9,195,000 


FOSS N00 8,810,000 


8,855,000 


8,768,000 
. 8,681,000 


To the advertiser, any measurement of value must of 
necessity relate to cost. Taking the audience data from 
this new study, and relating them to current, announced 
page rates of the 8 magazines, these significant implica- 


tions emerge: * 


1. For advertisers who want to reach men— 
LOOK delivers more male readers per dollar than any 
of the major weeklies. 


2. For advertisers who want to reach women — 
LOOK delivers more female readers per dollar than any 
of the 4 leading women’s service magazines but one. 


3. For advertisers who want to reach PEOPLE — 
LOOK delivers more readers per dollar than any of the 
7 other magazines studied. 


*The Magazine Audience Group limits itself to basic audience figures. All statements 
concerning Magazine Audiences and costs are made by LOOK, predicated upon an 
analysis by LOOK, of audience statistics, validated by the Magazine Audience Group 
in a research report entitled 1949 MAGAZINE AUDIENCE GROUP STUDY, dated 
July 1, 1949, 
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Industry Effort Is Fine, But... 


As business approaches closer and closer to that elastic and ephem- 
eral, but nevertheless realistic line known as “normal,” it seems in- 
evitable that there will be a great resurgence of interest in “industry 
promotion”—the type of activity in which entire industries band to- 
gether in a mutual attempt to stave off the inroads of other industries, 
and to protect or expand the consumer franchise for a particular type 
of goods or services. 

Cooperative industry advertising and promotion plans make ex- 
cellent sense, because everyone realizes that competition for the con- 
sumer dollar comes first of all from the host of competing goods 
and services which are available to the consumer, and only secondari- 
ly from the direct competitors who make the same type of goods, 
or offer the same type of services, which you are offering. 

They suffer, however, from two very serious difficulties. 

The first is the inherent difficulty of binding together the diverse 
interests within a specific industry, and of holding them together long 
enough to produce and implement a really effective campaign. But 
even this difficulty, serious as it is, can be, and in a surprisingly 
large number of cases has been, overcome. 

The second and more devastating problem is that of convincing 
those who band together in an industry campaign that the over-all 
industry campaign cannot take the part of individual effort, and that 
no industry campaign can possibly be successful unless the individual 
subscribers to the campaign carry on aggressive and intensive indi- 
vidual promotional efforts. 

If the industry campaign is accepted as a substitute for individual 
effort, the chances are overwhelmingly in favor of a magnificent flop, 
in which an entire industry sours on cooperative’ promotion. Only if 
those contributing to an industry campaign realize the tremendous 
importance of carrying on aggressive individual promotions, using 
the industry campaign as a back-drop and support for their own 
work, can such an effort hope to succeed. 


“Customers Are Not Necessarily Friends” 


A current advertisement by J. Walter Thompson Co. points up a 
truism which too many business men seem unable to grasp—the fact 
that “customers are not necessarily friends.” 

“Folks may go to the only movie nearby, and still complain about 
the stories the studios choose. Men may ride on a railroad because it 
goes where they want to go, and yet make the air blue with com- 
plaints. Women may walk for blocks to save their pennies at a chain 
store, and yet denounce it as a ‘foreign’ company...” the ad said. 

“No—a business cannot take for granted that customers are 
friends. Nor risk having many non-friends whose votes may some 
day be put together against it.” 

The problem, says JWT, is one of public relations—of making 
sure “that policies are right before they are adopted ... and then that 
they seem right to all the various publics they affect.” 

No one can seriously quarrel with this analysis of the situation, 
or the indicated solution. No one can seriously disagree with the 
statement that not all the customers of any company are that com- 
pany’s friends, even in a passive sense. 

But before going too far afield on the “public relations” front, it 
might be wise to reiterate what we all know but sometimes fail to 
do anything about: The very best and most important public rela- 
tions are those which take place from minute to minute in direct con- 
tacts with customers and prospects. 

“Friends,” says JWT, “make wonderful customers! Your product 
seems to wear longer, work better, look handsomer when bought by 
the man or woman who also has learned to think well of your com- 
pany!” 


KMBC-KFRM Heartbeats 


“Have you read to-morrow’s script? | break your leg!” 


Fresh Approach 

The copy for Fresh, a deodorant, 
is headlined “Are You Really 
Lovely to Love?” and the illustra- 
tion shows a couple on a tropic 
cruise, kissing fervidly in the 
moonlight. 

Balloons—like those usually used 
for dialog—spring from each of 
the lovers. The balloon projecting 
from the young lady being bussed 
says, “Are you really sure of your 
present deodorant? Test it. Put it 
under this arm.” 

The young man’s balloon is 
strictly commercial: “Put Fresh, 
the new cream deodorant, under 
this arm. See which stops perspira- 
tion, prevents odor better!” 

Now there, we say, is a test 
for love. Come with me and be 
my love, and we will test deodor- 
ants together, Mum or Fresh, Kare 
and Veto, in any kind of weather. 
There’s a notion which would 
have jarred Keats. 


Ponder Alley 
Our thought for the week: 
“There is no more terrible thing 
for a human being than to feel 
unwanted’—National Metal Trades 
Ass’n. 


Barratte Talking 


Paul Barratte, managing direc- 
tor, Havas International Adver- 
tising Service, recently told Ad- 
vertiser’s Weekly, the British ad- 
vertising paper, that British man- 
ufacturers had two main problems 
—the lack of credit in selling 
goods (which means they offer 
merchandise only for cash pay- 
ment), and lack of proper sales 
promotion and advertising. 

Mr. Barratte noted that some 
jobbers marked up British goods 
“sometimes as much as 100%,” 
and that this retarded sales. His 
recipe is trade advertising, show- 
ings at trade shows, and (after 
the merchandise is actually in 
the retailers’ hands) local adver- 
tising. 


Retrieve 

When the Young Men’s Adver- 
tising & Sales Club of Toronto 
published an election issue of “Ad- 
Sales News,” handsomely done in 
colour (sic), it made the error of 
running an ad urging readers to 
get a copy of the O’Keefe Brew- 
ing Co. Ltd. booklet. Said the copy, 


“To get your free copy send 25¢, 
etc.” 

Came jeers, came gibes. 

Came a slick apology in verse, 
with this last paragraph: 
“Our face is red, we’re very humble 
And apologize we must 
To O’Keefe’s and all our readers 
For our error and our blush.” 


Florida Cold Wave 

New Yorkers staggering in the 
recent heat have had insult added 
to injury. On various GOA 24- 
sheets around Manhattan, includ- 
ing one location right next to the 
entrance to the NBC television 
theater, a happy polar bear asks: 
“Why swelter? Relax at Florida’s 
Silver Springs.” 


Jottings 

Headline: “Breath-o-later dom- 
inates field in one year.” Com- 
ment: A victory for sweetness if 
not light. 

You'll be glad to know that the 
Territorial Information Depart- 
ment, which promotes the Chicago 
area, has discovered that Chicago 
research considers cookies and cy- 
clotrons (impartially, we hope) ... 

Did you know that Lady Mar- 
lene Brassiere Co. has introduced 
“The Heart Warmer,” a fur-cov- 
ered brassiere? It can be worn 
either with a cocktail skirt or 
slacks, retails from $15 in Amer- 
ican broadtail or leopard to $100 
in ermine and mink... 

The National Association of Re- 
tail Clothiers and Furnishers is 
preparing to promote green suits 
for men this fall... 

We've been meaning to tell you 
that the Navy Industrial Associa- 
tion has voted to change its name 
to National Security Industrial As- 
sociation. Maybe a unification 
omen? ,.. 

Shulton, Inc., is selling almonds 
of fine soap, ie., three almond- 
shaped cakes. Price, $1.50... 

A. H. (Red) Motley, giving away 
loud red Parade shorts to his guests 
at a recent luncheon, had them 
packed in a box with this legend: 
“You’re sitting pretty...with 
plenty of room for expansion— 
when you get complete coverage 
where it counts most—in Par- 
a 

A friend of ours is on his way 
to pick a Tulip Girl for the Na- 
tional Tulip Society— probably the 
first blossom ever spawned from 
a flash bulb... 


Advertising Age, August 8, 1949 
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| Rough Proofs 


A lot of baseball fans bring the’; 
portable radios to the games and 
listen to them being broadcast at 
the same time they are watching 
the action. They must love the 
commercials. 


Gladys the beautiful receptionist 
says most of the golf advertising 
copy is written for men who shoo! 
in the 70s, but she knows there are 
a lot of enthusiastic women player: 
who have yet to break 120. 


Nash is rapidly convincing auto- 
mobile owners that the good old 
days are really coming back. In 
its current poster copy it urges 
prospective buyers to see their 
dealers for a demonstration. 


“Farm ad revenue up 6.1% dur- 
ing first six months,” reports the 
world’s greatest advertising jour- 
nal. 

Instead of “The farmer’s in the 
dell,” the old song has been re- 
vised to “The farmer’s in the 
dough.” 


“Customers are not necessarily 
friends,” the J. Walter Thompson 
Co. points out, and unfortunately 
it is also true that friends are not 
necessarily customers. 


Don McNeil has started a cru- 
sade to protect the birthday pres- 
ents of babies born during Christ- 
mas Week. One family with a 
Christmas Day baby solved the 
problem by simply moving her 
birthday to June 25. 


Christmas, 1949, says Esquire, is 
going to be “tight, tough, competi- 
tive.” 

In that case, you’d better plan 
to send your letter to Santa Claus 
airmail, special delivery. 


Money makes the mare go, they 
say, and this year $8,731,000 of | 
tourist promotion money is being 
spent to make the vacationist’s 
mare travel in the right direction. | 


“Copy here,” says an agency ad 
in rather bitter vein, “is supervised 
by copy men, not account execu- 
tives.” 

All the a. e.s have to do is sell it. 


Suggestion to AA editors: There 
ought to be a good man-bites-doz 
story in the classified ad run by an 
advertiser earnestly seeking an ad- | 
vertising agency. 


The new Buick Special will b2 
priced only a modest amount above | 
Ford, Plymouth and Chevrolet, 
says Ivan L. Wiles. 

Okay, but how will the pric: 
look compared with Pontiac an‘! 
Olds? 


If the Schulte tobacco stores 
have their way, your impulse pur- 
chase of a pack of cigarets ma’ 
soon lead you to obey that impuls: 
to add new shirts, ties and suit. 


The Jewelry Industry Council 
seeking new special events foi 
trade promotion, might add one 
good 52 weeks in the year: Moth- 
er-in-Law Going Home Day. 

Copy Cus. 
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If you’re calling for sales in America’s 3°¢ Market 


REMEMBER—HALF THe PHILADELPHIA MARKET 


LIVES OUTSIDE THE CITY LIMITS ! 


Millions of customers—in the prosperous 
suburbs, cities and towns that surround 
Philadelphia! They make up one-half of the 
Philadelphia market. Are you reaching them 
with your sales message? 


Look at the chart on your right. You can see 
that you must use THE INQUIRER to reach the 
whole rich market. For THE INQUIRER gives 
you the needed coverage in the CITY ZONE, 
plus the important, buying millions that make 
Philadelphia America’s 3rd Market. 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Dr., Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 


’ 


GET MORE THAN THE 
HUB...GET THE WHOLE 
RICH MARKET! 


Daily Sunday 
INQUIRER INQUIRER % 
Jo of Family Coverage : 
71.5 | 86.9 i 
69.2 | 88.2 : 
WITHIN |, : 
30 mites * 63.8 84.8 a 
WITHIN ¢ - 
40 MILES 60.4 82.5 B 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives: 


2 nee ed os ou i Pits “in pe “. iia Sr = ate Fics pe La as Sa — age sg fat : ae # , ¢ r) ‘ . a 
telat oe uit pe mee i. fia ? F a awe 4 ore ae cw. » a 2 , Peeler ae opts ei. a i asides ee gas oe Ss i Ae cha > PR Aaa ae Me paca oe & ge : ey ee Si: ; 
hE Meas Oe ae rm oe sents. P See a sas 3 : ene" bt Lo oe en sini EO foie ioe era a fas aL ay. ete pet, Che ae ; oe . lee . 
SR Ge ee 2 ey ee a er oe a er _— ee aes eae 
Se ee | S| a ee ee a ee ee a ere: eens mn oo oR sae 
: 4 as ; eS ro cee a : Reape NOE CER SIE Ged tic? Sees Wea Per ie is: ef oR ar ee Pai ee. -) Raia eee aes itn i ees. i. a Las ee a a a 
‘ ae - wae a aaa eee ay ee eo, 57 ee ac emere. . NM ei ae ie ot, cig ee ile ae Si eet 
. : . . i : es " . "oe ee aa 
_ — , CS TTT er 
eee Re Sen ee eet ms a ia Le Ee ae ee ec es — 
ey = laze i ENE baa, 
a) eo eee Aho Peo ‘ge on ‘ae ‘ 
a. Seo eee | |e [py ery, WN ee ae a ere Bina 
a i i re NE eee cs ei . co Fides 3° 
ae ame ergs) | Gead i Aen Be Sree Bee feo ANg) ia 
ae, ee Fo ie ee C70Rr a ioe hoe + Ger , A Bee ie 
al 7 7 aes 7 UES ies el : Ce Fan ea) a FH RL, 
pee ae near i eo : OMP S817, 
— , See ee ieee ; fa 
ee yh oe st nr ol ee eye Ly : te 
ao iS rea - a | Ss ee 5 “ ou . 
ee. mee a, at (oe atk A a ae Aft, : hm, e543 “a 4 
a a ae < e gg - : ™ 
rs Pa I, aa Waser es ; : ¢ ee. oe 
legs hg a a i ‘ f a Sa , a ate 
te toca : . é Se Om 
i ie — a ears . te io, 2" 
ee Piel sre Ja * > Ot sy, Pe me 
2 ee ee Ee” ‘* . ere, *. jst! 
Pre Pe ha en . iy te os ott 
neue jot SR a, / -_— We pte F : ; 
: ete ta ld a A o~ eg re —_— ; 
nie hy es 7 ‘ 2 2 Fi 
: © ign, “ADK py ae 
e eae fe: ~ ‘ Prag? . 
Po one Mey fas AID) LA >. ‘ sip ; 
oie Bo es its tg I He a . aii et See 
7 igen Rs Bee 2 Be, Pg Se dS SO ena he : 
1g auto- tae fs FE >, POR Hae, i wr Rey Fi eotea is “Pavey on eee d 
sod old : ho. mn aa ieee f Bias arg 
x Lo J gg c i satan ae ‘ , ic : 
ack. In ba y os . x so ha ts i Bai i... % #3 “i ae # ae Pi nag 2 59 se is , ee ot ; 
i* (£EFEE OES ‘ (vis hae oes Sere ae Be eee Rie’ EF Oe as ce 
t urges ; - ot - BC = Bak on ee =e fp side me ea ‘ aes. 4 ~ ae oe - ° 
e their ae a; y 5 & B , vg Ae oe ; iA Rs Fee be Shes ; 
iS fe ay é Ee eres : ake Si at 
: ’ AD é i re : — , 
ats f Pa ~> BPS OE a ee : * : 
Fm My oi F ia. LO ee 
ie 7 ie? he Ser as. | é i, F 
: : Rexy Ly P. = A, A ’ fee ees Wn Pgh Soe 
‘ - ee (< re ee 4 Cs 4 ey ‘ ss one : SHAQ) » * tie ae 
ce ; Ake Op , Mh, ree cs. \ eas * ia 
H ae He i Oy i fi ae Tee ein AND Vv. ¢ ; x ‘ Pie a 
oe - . re ee ; CIN Py 
y ae : Bereaee (2s - i) Poe - * ‘ os re 
Pore. | ( | re: Oa = 
oe  -_— Ry Mi ¥ ; Be i : 1 a la Di, F eo 7 
gas A ee ar, _B. oe ; O é - 
: Ja - sae ‘ ' es 
oP , Me. A eee, ea : : s ; ; 5? 
3s ~ ; a i S Ree Re ee i : 
2 “4 di ee a of. > re wea - 
a ¥ a ed ii ee : i... a 
pete * a ae ; 4 Bek are to : 7 “ag 
e ¥ g i * . er aan én : 
fi a yp be sd GAS rag - 2. is and 
- a : Meg a q : Poet ae is 5 a ey eet mee Bias = ta ‘ 
& a neat Meee, Be ee SS 5 ee a. es ee aN 3 
Re ie ¢ Ee eas, ‘Ptiay oie é —_——, el (eee AN ee 
i. ‘ * ne _ ates Pett 5 ate a bs 3 ‘ ‘ Bert Pete ieee 
Res > a ” of ee 2 a) : ’ . Mia bi sa lee 
os "n, tie, eke; i is if D agg a 
be Pah iat ee : Dat “4 
pe oe 3 ; : : eg : 
g eae ae ao a 7 aie ’ 7 fy Saas 
3 i‘ OER oy ee. = - see. : yy 
pay amen he ' 7 oer 
r% Ke ie Gere Meee fee , Ree >|) ene Se 
ee ae Ny x oa poe toe a fe: as = ; : bs oF a, aa ys . q or tare aii he BAe es a . 
big * Ea Raph meme oc Sea i ear asucn: ‘ x = i ales ete 
wie at ee eer. : Se : eae deat : i er alee Ble a f 
Nie aes ; es = os Ee PMS oe ee nas .., eae % + eS los 
Pi: a” eS ies capes 42g ia ck 5 ‘ Aa dd oa : Ce 7. ; Pen) ee 1 ; 
ee eS ee + SS Ser ee, ee he, eee iors al me eh eo hn ce ee me he 
‘4 Se ee ea pee Dk Oe eke ar i | : fi SUC SAE A Sa ae RON Lf fp) Sat 
ey ee. Z Pee : RE aa eS ’ avy : ; 
cc - 
ee 
i 
ee 
. 
7 1: ag 
: 
Ps 
| BS: 
fe “ 
be 
7 | a Ear 
ee i 
a es 
i 
(im pHila pelt HE 
= = 
— = -~ 
ouncl: . my 
ts for ee 
id one a 
age 
Moth- os 
y | ‘ain 
4 } ge 
‘y CUB. = 
: eer Te ee See me i ae ag By NIA a POU rahaee™ Ema Tg OO NORE A ee SEER aE FIR Be Mee | UEP ME ee nite aoe 3 SSA i ee =f Day ateal 


14 


‘Apparel Arts’ Study 
Shows Campus Needs 


New York—College men aver- 
age $203 yearly for clothes, and 
fashion is the decisive factor in 
58%-of all purchases, with brand 
names a strong influence, accord- 
ing to a nationwide study con- 
ducted by the National Youth 
Panel of Campus Advertising 
Agency for Apparel Arts, 

On-campus, student-to-student 
interviews at 25 colleges in 20 
states furnished information for 
the survey, reported in the publi- 
cation’s August issue. 

Independent retailers get the 
largest share of business, with the 
bulk of apparel purchases falling 
into medium-price brackets. Two- 
thirds of suits owned by the re- 
spondents belong in the $50-$70 
class. Results of the survey reveal 
a tendency toward lower price 
brackets in rainwear and hats and 
an increase in the amount paid 
for shoes. 

According to the survey, stu- 
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tournament 


Nordic Hills Country Club 
Starting at 8:00 a.m. sharp 
(members and guests) 
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Courtesy: LAURENCE, INC. 
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dents desire as much fashion in- 
formation as they can get. Many 
wanted more information on con- 
struction and wearability. 


‘Reader's Digest’ Reduces 
Scandinavian Rates 


Reader’s Digest has reduced 
rates per-page-per-thousand-cir- 
culation of its Danish, Swedish, 
Finnish and Norwegian editions 
as much as 40%, effective with 
1950 issues. Combined paid circu- 
lation guarantees of the four ed- 
itions will be increased from the 


present 550,000 to 685,000. The 
publication will liberalize fre- 
quency discounts in all but the 
Finnish edition, and will accept 
half-page advertisements and ad- 
vertising next to text pages in all 
four editions. 


Smalley Joins ]. M. Mathes 

Robert Smalley has joined J. M. 
Mathes, Inc., New York, as director 
of copy. He was most recently a 
partner of Smith, Smalley & Tester, 
New York agency. He has been 
copy chief at Kenyon & Eckhardt 
and Lennen & Mitchell. 


DuMont Adds WLAV-TV 


WLAV-TV, Grand Rapids, Mich., 
has signed a network affiliation 
contract with DuMont Television 
Network. The station will begin 
operations commercially on an 
interconnected basis Aug. 15. The 
DuMont network now includes 45 
stations. 


Muzak Appoints Roberts 

Ralph J. Roberts, formerly with 
Aitkin-Kynett Co., Philadelphia, 
has been named, national sales 
promotion and publicity director 
of Muzak Corp., New York. 
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Gillette Names Phillips 

Stanley A. Phillips, who has 
been serving business paper pub- 
lishers as consultant on editorial, 
circulation, advertising and man- 
agement problems, has been ap- 
pointed associate editor of Roads 
and Streets, published by Gillette 
Publishing Co., Chicago. 


Dorland Adds Three 

Doris Lodawer, Lester Braver- 
man*and Shirley Walode have 
been added to the package goods 
division of Dorland, Inc., New 
York. 
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Chilton Promotes Cox 


Maurice E. Cox, for the past 
several years editor-in-chief and 
.dvertising manager of the Opti- 
al Journal & Review of Op- 
‘ometry, New York, a Chilton pub- 
lication, has been elected a mem- 
ver of the board of directors of the 
“hilton Co., Philadelphia. 


WSAR Switches to ABC 

Station WSAR, Fall River, Mass., 
shanged its network affiliation 
Aug. 1 from Mutual Broadcasting 
System to American Broadcasting 


Co. 


L. A. Agency Changes Name 

Tullis-Victor Co., Los Angeles 
agency, has resumed its former 
name of Tullis Co., Inc. Howard 
L. Tullis is president, and Earl 
M. Wilhite, vice-president. The 
agency has added a television de- 
partment under the direction of 
Ben Lang. 


Northampton Plans Drive 

Northampton Cutlery Co., North- 
ampton, Mass., manufacturer of 
cutlery, has appointed Mike Gold- 
gar Co., Boston, to handle a new 
national campaign. 


RCA'‘s Net Income Falls 

Radio Corp. of America’s gross 
income for the first six months of 
1949—$187,257,987—-was up $11,- 
178,274 over the same period last 
year. The company’s net income 
dropped from $10,850,288 to $728,- 
239, David Sarnoff, chairman of 
the board, announced last week. 


Brewer Promotes Lederman 

Blue Top Brewing Co., Kitch- 
ener, Ont., has appointed B. R. 
Lederman general sales supervisor. 
Mr. Lederman has served with 
Blue Top since 1937. 


Rinnander to Harnischfeger 

A. J. Rinnander, formerly with 
Chicago Pneumatic Tool Co., New 
York, has joined Harnischfeger 
Corp., Milwaukee, to supervise 
field sales activities under the di- 
rection of E. W. Potratz, manager 
of the hoist and crane division. 


Smith Advances Cornell 

F. S. Cornell has been named 
manager of the water heater divi-|' 
sion of A. O. Smith Corp., Mil- 
waukee. He previously was assist- 
ant manager of the division, which 
operates the Kankakee, IIl., works. 
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PENNSYLVANIA 


AUGUST FARM 


$69,000,000 


A profitable month, yes, but so is every month in 
steady Pennsylvania. That’s what sets it apart 
from most other big farm states—variety of prod- 
uct—cash crops all year round! 

Take the ones shown here: eggs, milk, tobacco. 
Pennsylvania is among the top ten states for a// 
of them—plus dozens more. 

And Pennsylvania ranks with the top ten states 
in buying everything from electric ranges (Penn- 


Steady Buying Power 


Look at this chart and you see the remarkable steadiness 
of Pennsylvania’s month-by-month farm income. Few 
“upper third” farm states can match it. Two which do 
are the other Golden Crescent states, Michigan and Ohio, 
served by MICHIGAN FARMER and THE OHIO 
FARMER. For further information, write K1013 Rock- 
well Ave., Cleveland 14, Ohio. 


sylvania fourth) to farm power units (Pennsyl- 
vania eighth). 

Not only does farm money flow all through 
the year, but all through the years . . . Pennsyl- 
vania farm families have a record for steadiness 
dating clear back to colonial times. For the 
better part of those years, they’ve read 
PENNSYLVANIA FARMER -— just as 7 owt of 10 


depend on it today. 


8.1% 7.8% 


6.8% 73% 


a 


Jon, Feb. Mar. Apr. May June July 


*Based on 3-year average income. Source, U.S.D.A., Farm income situation. 


PENNSYLVANIA FARMER, Harrisburg 
MICHIGAN FARMER, East Lansing * THE OHIO FARMER, Cleveland 
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NATIONALLY 


Po OCT See Eee 


“YOUVE GOT 
TO TELLEM. 
TO SELL EM 


a 


V CHECK 
The 
SERVER'S 


TELL-ABILITY 


61,017 * 
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SERVER'S 
SELL-ABILITY 


Guaranteed Circulation in 
Excess of 60,000 each issue 


Che Serurr 


Publishing Office 
206 S. Michigan Ave. 
Chicago 4, Illinois 


New York Office 
122 E. 42nd St. 
N. Y.C. 17, N.Y. 


See adv. in S.R.DS. 
UNION SERVER, INC 
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tising. 


Gets Art School Account 
Cannon Art School, Philadelphia, 


has appointed Phil Klein Agency, ; 
Philadelphia, to handle its adver- of Meter ed Video 


Proposed System 


Will Use No Wires 


FREE Increase reader- NEw YorK—Pay-as-you-see tel- 
ship of your €7 : 

with LIPE-like BYE evision can double video adver- 
by A tising revenue, record orders for 


Nothing like them any- : " 
whese. 250 mow eubleste merchandise advertised on TV, 


monthly. 
Print plan at low cost. : : 
Write for new PreE| Number of receivers tuned in and 


ads 


Mat or Glossy| permit an advertiser to know the 


omy SVE CATCHERS, the economic status of their own- 
10 BE. 38 St., N. ¥. C. 16.) ers, and collect data on markets, 


BY TRAIN, PLANE, 


Elks 


ARE ON THE GO! 


- 


While 7 out of 10 Elks own their homes... 
they are travel-wise and travel-loving, as 
survey by Stewart, Dougall & Associates 
reveals. 


Yearly, 56.2% of all Elks take one or 
more pleasure trips . . . and a substantial 
31.8% enjoy five or more such excur- 
sions annually. The extent of business 
travel undertaken by Elks is not known, 
but you can bet the 51.9% who qualify 
as business owners cover plenty of travel 
miles every 12 months. 


) 


You have the interested attention of 950,- 
000 Elks whose median annual combined 
family income is $5,472.33 — twice the 
national average — when you schedule 
The Elks Magazine. 


YOU'LL SELL IT, 1F YOU TELL IT IN 


THE MAGAZINE 


NEW YORK * CHICAGO « DETROIT « LOS ANGELES 


public opinion and program ac- 
ceptability. 

And it can do all these things, 
Thomas E. Corbett contends in his 
book titled “New Directions for 
Television,” by automatic ma- 
chinery, without using a wire for 
the transmission of any part of 
the program. 

Mr. Corbett argues that the cost 
of television time and program- 
ming will continue to rise, mak- 
ing it increasingly difficult for ad- 
vertisers to use the medium. 


s And he proposes that metered 
television, of the type explained 
in detail in his book, would not 
only pay a large share of video 
costs, but would give the adver- 
tisers the advantages of printed 
media and audiences better and 
more expensive programming. 
The scrambling device, which 
he advocates in place of telephone 
wires, suggested by some advo- 
cates of pay-as-you-see video, is 
so designed as to make bootileg- 
ging extremely difficult if not im- 
possible. Use of such metered 
equipment, he says, could be tied 
in with audience reaction indi- 
cators, ; 

The volume is published by 
Brownlee Publishing Co., Pleas- 
antville, N. Y., and is priced at $2. 


McGraw-Hill Gets 


German Guarantee 


New YorK—McGraw-Hill Pub- 
lishing Co. has been granted a 
guarantee of convertability to the 
extent of $30,000 in western Ger- 
many by the Economic Coopera- 
tion Administration under the in- 
formational media provisions of 
the Economic Cooperation Act. 
This means that ECA guarantees 
that McGraw-Hill will be able to 
convert up to $30,000 worth of 
German marks into American dol- 
lars during the next six months 
from the sale of subscriptions. Sub- 
scriptions will be sold in western 
Germany for 22 of the McGraw- 
Hill technical papers in addition 
to Business Week and the Mc- 
Graw-Hill Digest. 


Food Mart News Institute 
Set to Open Late in Fall 


Food Mart News Institute, a 
new non-profit food training or- 
ganization sponsored by Food 
Mart News, Chicago (AA, July 
11), will be in full operation be- 
fore Christmas at 321 S. Plymouth 
Ct., Chicago. The building is being 
completely remodeled to include 
a modern, California-type super- 
market, classrooms and Hospital- 
ity House, a public dining room, 
to be used for training grocers 
and restaurant personnel in public 
relations techniques. 

National advertisers will be in- 
vited to participate in the insti- 
tute, using their space to demon- 
strate the most effective use of 
display and promotion techiques. 
The institute is under the sponsor- 
ship of James S. Haboush, pub- 
lisher of Food Mart News. Paul 
S. Little, formerly merchandising 
director of Nowadays, has been 
appointed to assist Mr. Haboush 
in promotion of the institute. 


Flxible Names Todd Agency 
Fixible Co., Loudonville, O., 
manufacturer of inter-city buses, 
ambulances and funeral cars, has 
named Coleman Todd & Associates, 
Mansfield, O., to handle its adver- 
tisung. In addition to promoting the 
company’s established lines, the 
agency will -direct a campaign to 
introduce the new Flxible display 
coach, built as a traveling sales or 
display room. 


Join Television Shares 


John W. Edgerton, formerly ac- 
count manager in the investment 
counsel division of Brown Broth- 
ers Harriman & Co., and Edgar N. 
Greenebaum Jr., formerly region- 
al manager of Emerson Radio & 
Phonograph Corp., have joined the 
research department of Television 
Shares Management Co., Chicago, 


distributor of Television Fund, 


Inc. 


When Franklin S. Allen of The American Weekly, Los Angeles, pulled 
into the stream of rush-hour traffic a week or so ago, he didn’t expect 
to momentarily stall the car behind him in a grade crossing, with a train 
thundering down the tracks. And he certainly didn’t expect to find 
George Weaver, space buyer at Foote, Cone & Belding, behind the wheel 
of the stalled car. Only damage: the glare that George gave Frank 
before he recognized him . . . 


The annual fish picture has come in from John F. Pollock of True 
Story’s Chicago staff. Along with Bill Rutenberg of J. M. Huber, Inc., 
poe managed to get both muskies and pike in Wisconsin’s White Sand 

Bite 

Robert H. Johnston, publisher of American Exporter and American 
Exporter Industrial, left July 29 for a two-and-a-half months’ visit 
to Brazil, Bolivia, Peru and Panama. He plans to get first-hand informa- 
tion on current business activities in South American countries .. . 
Elmo C. Wilson, president of International Public Opinion Research, 


AIR TRAVELER—A. R. Green (right), vice-president and advertising director of B. 
Kuppenheimer & Co., Chicago, receives a plaque from Hal Wright of United Air 
Lines traffic and sales to mark completion of his 500,000th mile of air travel. 


New York, and Helen Dinerman of the same firm, sailed recently 
aboard the S.S. New Amsterdam for Europe and Scandinavia to visit 
company affiliates. . . : 


On the returning list, Teresa M. Hinz, promotion director of Tussy 
Cosmetiques, New York, is home again, having completed a five 
weeks’ tour of France, Spain and Italy. . . 


Stork Department: Halsey Barrett, head of spot sales department of 
DuMont Television Network, New York, became the father of an 834- 
pound son, Donald Vail Barrett, the Barretts’ first child. . . And an 
eight pound, six ouncer—Edward Arthur—joined the Bernald family 
of North Tarrytown, N. Y. Gene Bernald is with Pan American Broad- 
casting Co., international radio station representative in New York. . . 
And in Dayton, O., Ed Hageman, art director of Hugo Wagenseil & 
Associates, treated the agency staff with ice cream and cake in honor 
of Suzanne, a nine-month-old whom he and Mrs. Hageman have 
adopted. . . 

Ted Stromberger, West-Marquis, Inc., Los Angeles, has been named 
a vice-president and member of the executive committee of the Greater 
Los Angeles chapter of the National Safety Council. . . On the teaching 
staff of the University of California’s extension classes in Los Angeles 
and Hollywood are Robert McAndrews, managing director of the 
Southern California Broadcasters Association; John Hennessy, West- 
Marquis, Inc.; and Hedden A. Johnson, Allied Advertising Artists. . . 


Ex-adman now Gov. Chester Bowles of Connecticut is on a three- 
week vacation aboard his 56-ft. yawl. With him are Mrs. Bowles and 
their two children, Press Secretary Joseph P. Lyford and Penn Kimball, 
a former Bowles publicist. .. Dow Sanders, vacationing art director of 
H. M. Klingensmith Co., Canton, O., agency, sent the staff a postcard 
dated from Squaw Bay Resort, Deer Lake, Minn. “Dear People,” it 
said. A few blank lines were signed with a thumbnail sketch of Dow 
reclining in a boat... 


Frank Conrad, station relations director for American Broadcasting 
Co.’s western division, is vacationing with Mrs. Conrad and their son, 
Greg, at Saddle Rock Ranch, Sedona, Ariz. . . Amalia Mammola, ad 
manager of Bloomingdale’s basement store, and Con Gebbie, public 
relations contact man for Shell Oil Co., New York, were married last 
month in St. Andrew’s Episcopal Church, New Paltz, N. Y.. . 

Chet Thomas, general manager of KXOK and KXOK-FM, and pres. 
of Transit Radio, has been in St. Mary’s Hospital, St. Louis, for a 
minor operation. .. And Ed Himmer, Transit Radio salesman at KXOK- 
FM, took his bride, the former Florence Dieckmann, to New York 
following their marriage the last week of July. . . 

The annual open house rolled ’round for Andrews Advertising, Lin- 
coln, Neb., and Boots Andrews and his staff welcomed guests to cele- 
brate the agency’s 14th anniversary on July 27. . . New publicity 
director of the Philadelphia Junior Chamber of Commerce is John T. 
Lyons of the Gray & Rogers PR staff. . . 

A lot of people didn’t get around to it in June. July 16 was the wed- 
ding day in Los Angeles of Eldon Edwards Smith, of Young & Rubicam’s 
Hollywood office, and Beatrice Strawway, of the merchandising dept. 
of Life . . . It was July 16, too, for Malcolm Morse, program director of 
WEIM, Fitchburg, Mass., and Ann Cohen, WEIM script writer. . 
William J. Maloney, salesman for KXOK, St. Louis, took his bride to 
New Orleans, Miami and Havana for their honeymoon. . . Mrs. Eloise K. 
Walton and Harold G. Peterson, both on the public relations staff of 
Community Chests of America, were married in White Plains, N. Y.. . 
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with estimated 1948 advertisi ex : ; ions 


ie) 


eo 3 and are spending more this year—for ie 
only one reason! The general advertiser 
can profit by their experience... 


a 


Circulation now exceeds 
Daily .... 2,250,000 
Sunday .. 4,350,000 
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George Hecht Finds 
That Girls Grow Up 


New YorK—Parents’ Institute 
will change Calling All Girls to 
Senior Prom for teens, debs and 
co-eds with the October issue. 

George J. Hecht, publisher, said 
that editorial policy will allow 
the magazine to grow up with 
present readership and later will 
be designed to appeal to an older 
age level. Senior Prom will be 
printed entirely by letterpress 
starting in November. It will have 
more pages per issue than Call- 
ing All Girls. 

Betty Slater has been appointed 
merchandise editor, effective Sept. 


When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the past fifty years. 
‘90 Fifth Ave., New York 11 
OR 5-3523 


1. She is now fashion advisor to 
Kirby, Block & Co. 

Circulation of Senior Prom will 
be guaranteed at 800,000, with 
readership estimated by Parents’ 
Institute at more than 3,000,000. 
No increase in advertising rates 
is contemplated. 


Issues Fair Trade Drug Data 


The first issue of a fair trade 
memorandum to editors has been 
issued by the Bureau of Education 
on Fair Trade, sponsored by the 
National Association of Retail 
Druggists, New York. It is a six- 
page mimeograph sheet for edi- 
tors’ reference files. The memo- 
randum is part of the group’s 
three-year educational program to 
protect the present and future of 
fair trade in the drug industry. 
John W. Dargavel, executive sec- 
retary of NARD, is chairman and 
treasurer of the bureau. 


Joins Ritter & Sanford 

Daniel H. Price, formerly with 
Funt Co., has joined Ritter & San- 
ford, New York agency, in an 
executive capacity. 


‘TV’ Digest Cuts Size 

TV Digest, Philadelphia area 
television program magazine, has 
cut its size down to 5%x8%” to 
set a uniform page size for all the 
members of the newly-formed TV 
Program Publications. The other 
publications, in Chicago, New 
York, Boston and Washington, are 
expected to follow suit so that one 
advertising plate can be handled 
by all the papers in the group. A 
uniform rate card will be pub- 
lished for national advertisers. The 
card will be issued in each city 
by the end of August. 


Bergamn Tool Names Ellis 


Bergamn Tool Co., Buffalo, 
manufacturer of Blue Bird tools, 
has placed its advertising with the 
Buffalo office of Ellis Advertis- 
ing Co. Trade publications, direct 
mail and magazines will be used. 


3 Appoint Cole’s Agency 

Cole’s, Inc., Des Moines, has been 
appointed to handle the advertis- 
ing of the National Benefit Insur- 
ance Co., Koss Construction Co., 
and Sloan-Pierce Lumber Yards, 
all in Des Moines. 


Issues New Sales Booklet 

A new edition of “Money Isn’t 
Everything” has been issued by 
Cappel, MacDonald & Co., New 
York, specialist in prize incentive 
campaigns for sales organizations. 
The 24-page booklet explains the 
operation of a merchandise prize 
incentive campaign and deals with 
a number of factors confronting 
executives in relation te their 
salesmen. Copies are obtainable 
from the company without charge. 


Marathon Promotes Morman 


Frank C. Morman has been ap- 
pointed in charge of advertising 
and sales promotion of the chem- 
icals division of Marathon Corp., 
Rothschild, Wis., manufacturer of 
dispersants and other chemical 
products. He was formerly in the 
sales department. 


Edwards Appoints Kinzel 

C. H. Kinzel Jr., formerly a 
member of the copy and contact 
staff of Lewis Advertising Agency, 
Newark, has been named an ac- 
count executive in the industrial 
division of Edwards Advertising, 
Hackensack, N. J. 


SAN FRANCISCO HAS FOUR 
GOOD DAILY NEWSPAPERS 


BUT Department Store Advertisers prefer The 
San Francisco Call-Bulletin. For ten consecu- 
tive years The Call-Bulletin has topped all San 


Francisco dailies in Department Store linage. 


OTHERS who prefer The Call-Bulletin: 


"The Call-Bulletin is a highly effective medium for us, 
especially for rapid-fire merchandising,” says Henry 
W. Alexander, Advertising Manager of The Emporium 
— San Francisco’s largest department store. 


GENERAL ADVERTISERS 


The Call-Bulletin is first among the dailies in General linage. 


RETAIL ADVERTISERS 


Top San Francisco daily in Retail linage is The Call-Bulletin. 


ALL DISPLAY ADVERTISERS 


The Call-Bulletin leads the dailies in Total Display linage. 


SAN FRANCISCANS 


The Call-Bulletin leads all the dailies in city circulation. 


MOLONEY, REGAN & SCHMITT 


Naturally! They're our national Reps. Call ‘em for more data. 


T-SHAPE—As a result of successful tests 
this spring and summer, Helene Curtis In- 
dustries, Chicago, will use this unusual 
T-shaped space on a continuing basis in 
the Ideal Women’s Group next year, 
through Buchanan & Co., Chicago. 


Helene Curtis Test 
of ‘T’-Shape Ads 
Proves Successful 


Cuicaco—After successful test 
insertions of unusual “T”-shape 
ads in several issues of magazines 
in the Ideal Women’s Group, 
Helene Curtis Industries has de- 
cided to use the ads next year on 
a continuing basis. 

The “T’-style ads, boosting 
Suave hair cosmetic and the com- 
pany’s creme shampoo, uses the 
entire center column of the three- 
column page, plus the top quarter 
of the adjoining two columns. 
Readership and response are un- 
derstood to be very satisfactory. 
In addition, Curtis will launch a 
special September combination of- 
fer of Suave and creme shampoo 
for 89¢, and will back the one- 
month promotion with ads in 13 
magazines. 

The combination, valued at 
$1.10, will be featured in two-color, 
half-page insertions in Good 
Housekeeping, Intimate Romances, 
Ladies’ Home Journal, McCall’s, 
Modern Screen, Movie Life, Movie 
Stars Parade, Personal Romances, 
Photoplay, This Week Magazine, 
True Confessions, True Story and 
Woman’s Home Companion. 
Newspaper copy, most of it co- 
operative, also will be run in se- 
lected markets across the country. 
Buchanan & Co. is the agency. 


Joan Fabrics Names Brownlee 


Joan Fabrics Corp., New York, 
selling agent for Joan Plush Mills, 
Woonsocket, R. I., has named Ro- 
land H. Brownlee director of ad- 
vertising and sales promotion, a 
recently created position. Mr. 
Brownlee was formerly with Al- 
fred Auerbach Associates, New 
York, as account executive and di- 
rector of market research. 


TBA Issues Second Report 


Television Broadcasters Associa- 
tion, New York, has published its 
second “status of the industry” re- 
port, a quarterly compilation of 
facts on stations, set production, 
set ownership and viewing surveys. 
The booklet is available to non- 
TBA members for $1. The asso- 
ciation’s New York address is 500 
Fifth Ave. 


Sponsors Breakfast Show 


“Breakfast Symphony,” a 30- 
minute recorded music session, is 
being aired Monday through Fri- 
day over WQXR, New York, by 
New York, New Haven & Hart- 
ford Railroad Co. The program, 
placed through St. Georges & 
Keyes, is broadcast at 7:30 a.m., 
EDT. ey 


Morrell Names Collier V. P. 


A. B. Collier, director of sales, 
has been named a vice-president 
of John Morrell & Co., Ottumwa, 
Ia., Red Heart dog food. He joined 
the company in 1924 as salesman 
in the Detroit branch. 
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Ad Council Starts 
Retailer Drive 


on U.S. Economy 


New YorK—The Advertising 
Council’s first program prepared 
in conjuction with retailers was of- 
ficially launched with the release 
of an economic education proof 
sheet prepared especially “for re- 
tailers by retailers” through the 
council’s .retail advertising com- 
mittee, of which James Rotto of 
The Hecht Co., Washington, D. C., 
is chairman. 

The broadside now being mailed 
contains 11 advertisements rang- 
ing in size from two columns to 
full pages, suggested radio spot an- 
nouncements, and basic facts on 
the American economic system to 
be used in copy by stores that pre- 
fer to create their own ads. 

The 11 ads, on which free mats 
of illustrations only are available 
to newspapers and retailers, were 
created by the committee’s ad- 
vertising task force: Samuel J. 
Cohen of Lit Bros., Philadelphia; 
Lois Ingalls of Thalhimer Bros., 
Richmond; and E. G. Circuit of 
Zion’s Cooperative Mercantile In- 
stitute, Salt Lake City. Lester Har- 
rison, Inc., New York, prepared 
the broadside containing the -ads 
as a public service. Materials are 
now being distributed to retail 
stores and newspapers through the 
National Retail Dry Goods Asso- 
ciation and the syndicated newspa- 
per mat services. 


s Retailers are being asked to 


“sell their merchandise while they 
sell the American way” by using 
the ready-made newspaper adver- | 
tisements or by incorporating the 
American economic system cam-| 
paign theme into their - regular) 
product copy. The theme is: “The | 
better we produce, the better we 
live.” 

The council’s advertising coim- 
mittee was formed early this year 
as the result of widely-felt need 
for specialized public service ad 
materials suitable for retailers. 

Members of the committee rep- 
resent stores, newspapers, syndi- 
cated mat services, retail con- 
sultants, the National Association 
of Broadcasters and the NRDGA. | 

Other public service campaigns 
are being scheduled and will be 
slanted especially for retailers. 
Subcommittees of three members 
will be appointed to prepare adver-_| 
tisements and spot announcements 
on these other campaigns through | 
the advertising departments of 
their respective stores. 


Tarr Resigns Buchanan Post 

Cedric W. Tarr has resigned as 
copy director of Buchanan & Co., 
San Francisco. 
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* Seles Management's Survey of Buying Power, 
Cope 1949, further reproduction not licensed 
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Bayer Introduces Aspirin 
in New Size for Children 


Children’s size Bayer aspirin will 
be marketed nationally by Bayer 
Co. division of Sterling Drug, New 
York. Tablets designed for small 
fry are not flavored or colored, so 
children will not mistake them 
for candy. They are packaged in 
bottles of 30 tablets, each contain- 
ing 2% grains. 

Limited wholesale distribution 
has reached the East, and national 
distribution will be completed as 
rapidly as manufacturing permits. 


Advertising will be carried with 
the regular schedules of Bayer 
aspirin. Dancer-Fitzgerald-Sample, 
New York, is handling radio pro- 
motion, while Thompson-Koch Co., 
New York, is placing newspaper 
and magazine insertions. 


‘Sing It Again’ Signs Carter 


Carter Products will sponsor 
15-minutes of CBS’ biggest give- 
away, “Sing It Again,” starting 
Oct. 1, for Arrid decdorant. Sulli- 
van, Stauffer, Colwell & Bayles 
is Arrid’s agency. 


Hudson Boosts VanDerzee 


Norman K. VanDerzee, sales 
manager, has been named vice- 
president in charge of sales of 
Hudson Motor Car Co., Detroit. 
He succeeds the late George H 
Pratt. Mr. VanDerzee joined the 
company in 1932. 


Appoints Trowbridge 

Nelson R. Trowbridge, former- 
ly with Ruthrauff & Ryan, De- 
troit, has been named production 
manager of Farson, Huff & North- 
lich, Cincinnati. 
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KFEL to Air Denver Games 

KFEL, Denver, will air all the 
football games of Denver Univer- 
sity, starting Sept. 16. 


431 S. Dearborn St., Chicago 5. Ulinois 
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712 FEDERAL STREET 
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The Edward H. Weiss 
of now and then 


Many a young man chooses adver- 
tising as a career because it appeals 
to his artistic sense. But after 
twenty-five years in the agency 
business, few like Ed have had a 
painting accepted for exhibit at the 
Chicago Art Institute. So it isn’t 
strange that his agency has become 
noted for the excellence of its color 


A quarter century of advertising 
has forced his hairline to retreat._ 
But if you know Ed, you will see-a~ 
striking resemblance between the - 
young man looking across his desk: 
into the future, and the president 
of Weiss & Geller, Chicago, today. 
Art is his hobby, and like many 
hard-driving executives, he finds 
greatest relaxation with brush and 
canvas. 


A pioneer among advertising men 
in the Michigan Avenue Bridge 
District, he has headed his own 
agency the major portion of the 
time since his University of Chi- 
cago days. 


We like to believe that Ed’s criti- 
cal artistic appreciation isthe reason 
he has maintained a long business 
relationship with Partridge and 
Anderson—a matter of twenty 
years. 


COMPANY 


INE HARRISON 7-3732 
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Clinton Names Waters 


Joseph M. Waters has been 
named assistant to the president 
of Clinton Industries, Clinton, Ia., 
manufacturer of corn products. He 
will be in charge of correlating 
sales and merchandising between 
the company and _ subsidiaries, 
such as Snow Crop Marketers, 
Inc., as a roving emissary, with 
headquarters at 445 Park Ave., 
New York. He was formerly di- 
rector of merchandising for Mc- 
Cormick & Co., Baltimore. 

+ 


e aa © 
Valuable time, large city and farm 
audience, swift, rich results for spon- 
sors. Now for sale at lowest rates by 
KIOA, As Des Moines’ only 10,000* 
watt station, KIOA will serve you ad- 
mirably in lowa's abundant market. 
Coverage maps, schedules and avail- 
abilities are yours for the asking, ©@ 
+ « « See any Poul Raymer man or 
write direct to KIOA, Des Moines, 
lowa. + 
*10,.000 Watts day. 5.000 Watts night 


Hunt Pushes Case 
Sales in Big Cities 
after Texas Success 


Los ANGELES—As a result of 
the success of “Dollar Multiple 
Sales” and full case sales, Hunt 
Foods, Inc., is pushing the pro- 
motion in several areas nationally. 
Basic idea of the promotion is to 
get stores to combine Hunt items 
into a dollar unit of sales. 

Hunt furnishes point-of-pur- 
chase material, banners and win- 
dow posters, with a representative 
helping the store manager set up 
the sale and plan advertising. The 
company has a policy of no co- 
operative advertising, and has no 
hand in the ads except that it will 
furnish mats of product pictures 
and general advice. 

Minimum sales increase re- 
ported by Texas stores where it 
was launched has been 20% over- 
all. Encouraged by this success, 
Hunt has set up similar sales in 
the New York area and San Diego 


with Los Angeles the next market 
to be hit. 

Savings offered consumers in 
the sales are minor, usually not 
exceeding 2 or 3¢ on a $1 multiple 
unit, and approximately 1¢ a can 
on case sales. Hunt does not offer 
the trade a special price when pro- 
moting the idea. 


Wolcott Resigns as Silex 
Chairman and Sales Chief 


Frank E. Wolcott has resigned 
as chairman of the board and gen- 
eral sales manager of Silex Co., 
Hartford, Conn. He will continue 
as a director. 

Over a period of more than 20 
years, Mr. Wolcott has filled vari- 
ous positions with Silex, includ- 
ing general sales manager, presi- 
dent and chairman. 


Names Bucklin & Lonergan 


Chapin Equipment Co., North 
Aurora, IIl., maker of steel filing 
equipment, has placed its adver- 
tising with Bucklin & Lonergan 
Advertising Agency, Elgin, III. 
Magazines and direct mail will 
be ‘used in the fall. 


Sutton and Goodchild Join 
Geyer, Newell & Ganger 


Felix M. Sutton has rejoined 
Geyer, Newell & Ganger, New 
York, as group copy director. He 
was associate copy director of the 
agency before joining Kastor, Far- 
rell, Chesley & Clifford in 1946 
as copy director, later becoming 
vice-president. 

Theodore F. Goodchild, formerly 
account executive with William B. 
Remington, Inc., Springfield, Mass., 
has been named assistant account 
executive of Geyer. 


Appoints Wittner Agency 
Perkin-Elmer Corp., Glenbrook, 
Conn., manufacturer of optical 
instruments, has named Fred 
Wittner Advertising, New York, to 
handle its advertising. Wilson, 
Haight & Welch, Hart‘ord, Conn., 
formerly placed the account. Trade 
publications will be used. 


Handles Market Research 

Neil J. Weeks, former New York 
state district sales manager of 
Pabst Brewing Co., has joined 
Beverwyck Breweries, Albany, as 
director of market research. 
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In fact, the variations in a run of Veritone 


printing are much less than “‘peas in a pod.” 


When your regular samples are delivered 


to you by Veritone, you can bet your bottom 


dollar that the balance of the job will be 


exactly as represented by the samples. 


One reason for this uniformity lies be- 


hind a locked door in the Veritone plant. 


In this room is a new and exclusive process 


for making superb halftone and line nega- 


tives and positives. From these, Veritone 


makes a special 


type of plates which give 


long runs without variation. When the 


plates are put on Veritone’s new and ad- 


vanced offset presses by craftsmen who 


know their business, another reason is 


added. And if you could see the way press 


sheets are constantly tossed out on the in- 
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spection tables for careful scrutiny, you 
would feel confident that nothing but the 
best photo-offset could possibly be produced. 

But you don’t have to take our word for 
it. Iry Veritone on your next job and see 
for yourself the new life and prestige it 
gives to your booklets, folders, letterheads, 
displays and other printed matter... with 
absolute uniformity throughout. 


The Veritone Company, 2701 N. Lehmann Court 
Chicago 14, Ill., Telephone: EAstgate 7-8885 
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Advertising Age, August 8, 1949 


Publicker Divisions 
Plan Big Ad Drive 
to ‘Dent Straights’ 


PHILADELPHIA—The various di- 
visions of Publicker Industries, 
Inc., will concentrate this fall on 
the promotion of blended whiskies 
and their new bourbon brands in 
an effort to make a big dent in 
the straight whisky market. 

Although specific advertising 
plans are not forthcoming now, 
Continental Distilling Corp. has 
already formulated an expansive 
advertising plan for its Charter 
Oak bourbon. Kinsey Distilling 
Corp. is planning heavy promo- 
tion on Old Hickory bourbon, 
while W. A. Haller Corp. will in- 
troduce Haller’s Country Fair 
bourbon nationally. 

The comparatively new blended 
whisky which Publicker is plan- 
ning to push on a large scale in 
the fall is Old Classic, while the 
company will continue to support 
Old Treasure, the blend introduced 
several months ago. 

Agencies to handle the promo- 
tional plans for the new bourbons 
are now being appointed. McKee 
& Albright, Philadelphia, however, 
is handling Old Treasure, and 
Walter Weir, Inc., New York, has 
been handling the Haller products. 

Newspapers are expected to get 
a large portion of the funds now 
being allocated for fall advertis- 
ing. 

The corporation hopes to be 
able to make sufficient inroads on 
the straight whisky market to pay 
for increased ad costs and then 
some. 


WHISKY PRICES CUT 
BY BROWN-FORMAN 


LovuISvILLE, Ky.—Brown-For- 
man Distillers Corp. has reduced 
the f. 0. b. price $5 per case on its 
four-year-old straight Kentucky 
whiskies, Early Times, Kentucky 
Dew and L & G. 

This means that consumers in 
25 states can now buy those brands 
at reductions ranging from 50¢ 
to 65¢ per fifth at retail. 

The reduction will be made ef- 
fective in other areas as soon as 
possible, it is said, depending up- 
on fair trade laws and state regu- 
lations. No change in current ad- 
vertising is contemplated at pres- 
ent, it is said. 

Ruthrauff & Ryan, New York, 
handles the account. 


Lockwood-Schackeltord 
Absorbs Gardner Agency 


Lockwood-Schackelford Adver- 
tising, Los Angeles, has absorbed 
Gardner & Giesecke, San Francisco 
agency, to expand West Coast op- 
erations. Accounts previously serv- 
iced by G&G will be handled by 
Lockwood-Schackelford. MacAlan 
Gardner has been appointed vice- 
president of the agency, and Al- 
bert S. Giesecke has been placed 
in charge of the San Francisco of- 
fice. Ellis Rehn continues as ac- 
count executive. 


Names Advertising House 


Advertising House, Inc., New 
York, has been named to direct 
the consumer and trade advertis- 
ing and to act as marketing and 
merchandising consultant to Wella 
Corp., New York, manufacturer o! 
Wella Kolestral and beauty salon 
equipment and supplies. 


Bing Crosby-Jayson to Stern 


Bing Crosby-Jayson, Inc., New 
York, men’s wear manufacturer 
has retained S. Richard Stern, New 
York, for publie relations service 
Alfred J. Silberstein-Bert Gold- 
smith, Inc., New York, handles 
advertising and promotion. 


Names Cockfield, Brown 


Canadian Durex Abrasives Ltd., 
Brantford, Ont., manufacturer of 
Scotch tape, industrial adhesives 
and industrial abrasives, has placed 
its Canadian advertising with 
Cockfield, Brown & Co., Toronto. 
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Are you filing statistics 


or filling customers? 


There’s something to be said for both, but there’s 
more money in filling up customers. For example, 
we have nearly 2,000,000 REDBOOK families, who 
eat like crazy, three times a day. But you might 
underestimate our value to you if you attempted 
to project that in terms of total meals served by 
REDBOOK readers. 

You wouldn’t know, unless we told you, that 
one little group of 113 of them serve over 93,000 
meals a day. That’s a. bit higher than the REDBOOK 
family average. But these fellows are stuck with 
this tremendous grocery bill because they run 
private schools and camps. 

Further than that, it’s pretty much our fault 
that they have such big food bills. You see, they 


have been advertising their schools and camps in 
REDBOOK regularly for over 20 years. You can’t do 
that without attracting a lot of hungry boys and 
girls. And you can’t sign them up for your school 
or camp without first attracting parents who make 
over $6,000 a year. 

If you’ve ever sent a boy or girl to boarding 
school or to a camp, you also know that parents 
buy a lot of things such as clothes and shoes before 
they pack them off. 

If you sell food, clothes, shoes or anything a 
human being buys, REDBOOK is just the spot in 
which to talk to customers—the kind that do some- 
thing about it, when they see a product advertised 
in REDBOOK. 


McCall Corporation 
444. Madison Avenue, New York 22, New York 
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Plans New Pertume Drive 


National advertising of Beau 
Belle, new perfume of Bourjois, 
Inc., New York, will break in Oc- 
tober in color pages in Harper’s 
Bazaar, Mademoiselle and Vogue. 
The New Yorker will carry the 
ad Nov. 19, and repeats will ap- 
pear in December. Foote, Cone & 
Belding is the agency. 


‘Journal’ Appoints Hunter 

George V. Hunter has been ap- 
pointed promotion manager of the 
Atlanta Journal. He was formerly 
promotion manager of the News, 
Charlotte, N. C., advertising man- 
ager of the Radiator Specialty 
Co., Charlotte, and assistant to the 
promotion manager of the Wash- 
ington Post. 


$.S. SPECLAL 
FRISKET CEMENT 
$5.00pergal. $1.50perqt. 
ARTEX ARTIST 


370 WH. MICHIGAN AVE., CHICAGO 1, #11 


Old Mr. Boston's 
‘Bin-Bottle’ Moves 
into New York City 


Boston—Distribution of Old Mr. 
Boston wines in a patented “bin- 
bottle” is being extended to the 
New York City market this month 
and will cover the remainder of 
the country by the end of the year. 

The newly-designed bottle was 
adopted by Berke Brothers Dis- 
tilleries, Inc., to push sales of the 
wine line it established a year ago. 
The company had previously han- 
dled only liquors. The “bin-bot- 
tle,” which permits the retailer to 
store it on an ordinary shelf yet 
“protect” it like champagne, was 
introduced in Pennsylvania and 
then in Michigan, Alabama and 
Oregon, all of which have state 
liquor monopolies. It will go into 
20 other states next month. 

The design for the ingenious bot- 


tle was created by the company’s 
art department, and molds were 
made to the company’s specifica- 


From any angle 


Harry Suffrin 


topcoats are tops! 


DETROIT'S LARGEST § CLOTHIER 


ANGLE SHOT—This upside down design distinguishes the Harry Suffrin year-round 
outdoor advertising program in Detroit. Current surveys place the campaign among 
the six leaders in readership and recall ratings in the market. Zimmer-Keller han- 


dles the account; Walker & 


Co., the poster. 


tions by three of the country’s 
largest glass manufacturers, ac- 
cording to E. Sidney Berkowitz, 
advertising director. The back of 
the bottle has a flat section, called 
the “magic panel”; placed on the 
ordinary shelf, it tilts with the 
cork end down, thus keeping the 
stopper wet with wine and pre- 
venting air from seeping through. 


ws Although Mr. Berkowitz is 
cautious about attributing a defi- 
nite percentage of wine sales to 
the “bin-bottle,” he credits it with 
much of the company’s success in 
capturing 10% of Michigan’s wine 
market. “Bin-bottles” were intro- 
duced in Boston about a month 
ago, and sales indicate that Bos- 
tonians are buying this brand in 
addition to their normal purchases 
of other Old Mr. Boston wines, he 
said. The “bin-bottle” sells at a 


slightly higher price. 

Through Reingold Co., Boston 
agency, the distiller is employing 
newspaper advertisements to boost 
sales of the product, and plans to 
add radio and television spots. Di- 
rect mail is used extensively to 
merchandise the line to wholesalers 
and dealers. 


Campbell-French to Tandy 

Campbell-French Co., Detroit, 
manufacturer of carts and baskets 
for self-service markets, has ap- 
pointed Morris F. Tandy Co., De- 
troit, to place advertising in trade 
publications. 


Revlon Appoints Buryan 

Edmund F. Buryan has been 
named manager of Revlon Export 
Corp., New York. He was form- 
erly manager of Bristol Labora- 
tories’ international division, New 
York. 


Advertising Age, August 8, 1949 


Pfizer Names Thompson 
Manager of Food Sales Unit 


Chas. Pfizer & Co., New York, 
manufacturing chemist, has ap- 
pointed J. J. Thompson manager 
of its newly formed food, beverage 
and feed sales division, which com- 
pletes the reorganization of the 
company’s production and sales 
units under way since the first of 
the year. Mr. Thompson was for- 
merly product sales manager and 
sales promotion manager of Pills- 
bury Mills, Minneapolis. 

Currently, the division is pro- 
moting a new animal protein fac- 
tor, Bi-Con APF-6, used in place 
of fish and meat scraps as a feed 
mix. Full pages are being used in 
Feed Bag, Feedstuffs, Hatchery & 
Feed and Poultry Supply Dealer. 
Doyle, Kitchen & McCormick, New 
York, is the agency. 


Two Name Pacific National 


Lomac Motors, Inc., Portland, 
Ore., maker of Red Head engines, 
has named the Portland office of 
Pacific National Advertising Agen- 
cy to handle newspaper test cam- 
paigns in Oregon and Washington. 
The agency also has been ap-. 
pointed to direct the advertising’ 
of Oregon Lumber Co., Baker, 
Ore., manufacturer of John Day 
pine trim. Trade publications will 
be used. 


Appoints Hadfield 


J. R. Hadfield has been named 
director of publicity of the Council 
on Candy of the National Con- 
fectioners’ Association, Chicago. 
For the past five years he has been 
director of publicity of the Norge 
division of Borg-Warner Corp., 
Detroit, on assignment from Camp- 
bell-Ewald Co. 
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ot LEADERS 


Sie These are the magazines showing gains in advertising linage for 
., the first six months of 1949— 


p wall Among the Weeklies, General Monthlies, Women’s and Major Women’s Group Publications 


beter Tomes 


Housekeeping House Beautiful 


Better Homes Modern Romances 


ond Gardens 


Pathfinder 


lonays Wostas 


Seventeen Today's Woman 


Pathfinder Screen Stories 


Of these 14, three—Modern Romances, Modern Screen and Screen 


Stories—are the magazines of the Dell Modern Group. 


That these 14 magazines cut across every field demonstrates one 
significant fact:—Selectivity in buying magazines is back with a 


bang, and quality and value count more than ever. 


DELL PUBLISHING COMPANY, INC. © 261 FIFTH AVENUE © NEW YORK 16,N.Y. 
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Distributor Names Poyntz 


The Montreal office of Alford 
R. Poyntz Advertising has been 
named to handle the advertising of 
Rubinovitch & Haskell, Montreal, 
distributor of Thorens lighters, 
Henry Perkins billfolds and to- 
bacco pouches, and GBH, Kay- 
woodie, Dr. Plumb, Yello-Bole and 
Mackenzie pipes. 


Uses ‘Successful Farming’ 


W. A. Sheaffer Pen Co., Ft. 
Madison, Ia., is using Successful 
Farming in its fall campaign. It 
was omitted from the list pub- 
lished in the Aug. 1. issue of AA. 
Russel M. Seeds Co., Chicago, is 
the agency. 


Babes and Bucks 
Make Rheingold 
‘Top N. Y. Beer’ 


New York—Liebmann Brewer- 
ies representatives are canvassing 
to bring in a big vote for the com- 
pany’s star salesman—Miss Rhein- 
gold of 1950. They are stumping 
to get out as big a vote as possible 
rather than a ballot for any partic- 
ular one of the six lovely candi- 
dates. 

Everybody who reads a New 
York newspaper or magazine or 
looks at television will be exposed 
to the smiling glances of the 
would-be Miss Rheingolds. The 
girls make their personal bids for 
votes in five-minute TV films on 
local video stations. 

Winner of this 11th annual com- 


petition will be photographed for 
Rheingold newspaper, magazine 
and outdoor advertising through- 
out the year. For her services she 
will receive at least $6,600—$5,000 
in cash and a minimum guarantee 
of $1,600 in model fees. The con- 
test ends Sept. 3. 


s Liebmann, which will spend 
more than $3,000,000 this year to 
keep Rheingold sales moving, 
claims to be No. 1 in the New York 
market in package and draught 
sales and fifth or sixth in the 
country despite its confined dis- 
tribution. 

Philip Liebmann, vice-president, 
attributes a large share of Rhein- 
gold’s success to the breweries’ ad- 
vertising campaign which in- 
cludes: 

Fifty-two insertions—1,500 lines 
in standard size papers, full pages 
in tabloids—yearly in New York 
newspapers, “making us probably 
the largest single product black- 
and-white advertiser in every gen- 


eral circulation newspaper in the 
city.” 

Twenty-six insertions yearly in 
15 Connecticut and 10 Vermont 
dailies. 

Fifteen full-page color rotogra- 
vure ads in the weekend editions 
of eight newspapers. 

Twelve different 24-sheet poster 
designs yearly on approximately 
2,000 outdoor locations in the 
New York-New Jersey-Connecti- 
cut area. 


a Transportation advertising cov- 
ering 4,500 suburban railroad cars 
with 14,000 cards monthly. 

Regular insertions in several 
New York circulation “class” mag- 
azines. 

Six complete window display 
campaigns a year appear in 5,500 
outlets and 14 display cards are 
distributed every three weeks to 
outlets in the metropolitan area. 

This year’s budget has been in- 
creased somewhat by additional 
expenditures for television and ra- 


more 
raw-Hill International 
ines go 


Md 


Circulations — offering 


when buying domestic 


INGENIERIA 
INTERNACIONAL 


INGENIERIA 
INTERNACIONAL 


EL 


international magazines in their fields — in the world 
—- with Audited Paid Circulation. 


All four are now certified by the Audit Bureau of 


advertisers the same kind of 


audited paid circulation to which they are accustomed 


advertising. 


Editorial quality brings readership. Paid circulation 


<i 


International 
FOR BUSINESS AND INDUSTRIAL INFORMATION * 330 West 42nd Street, New York 18, N. Y. 


CONSTRUCCION 


INDUSTRIA 
FARMACEUTICO 


They join the McGraw-Hill DIGEST in being the only 


indicates an intent to read and advertising flourishes 


on readership. 


Advertisers and their agencies want a true yardstick 
to measure readership. It is Mc-Graw-Hill’s long ex- 
perience that paid circulation with ABC audit pro- 


vides the best yardstick. 


Copies of the new ABC reports on these four special- 
ized paid circulation export magazines will be sent 


on request. 


Lae 


Corporation 
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dio. Liebmann carried 50 TV spot; 
weekly for three weeks to heral: 
the end of a truck drivers’ strike 
which kept beer out of New Yor, 
for 12 weeks. Radio spots—15) 
weekly on seven stations—also in- 
formed Rheingold drinkers thet 
their beer was back in the taver: 
To make up for newspaper copy 
canceled during the “dry spell,” 
two pages weekly were schedule) 
for 12 weeks. 

In addition to the Miss Rhein- 
gold promotion, Liebmann runs a 
regular endorsement campaign 
featuring top names of the enter- 
tainment world shown serving the 
extra dry lager beer in their 
homes. 

Foote, Cone & Belding handles 
this account. 


RUPPERT SEARCHES 
FOR ‘SMILE’ PHOTOS 


New YorK—Jacob Ruppert, New 
York Brewer, has inaugurated a 
search for photos to be used in 
its “Smile of Pleasure” adver- 
tising. Full-page ads were run 
last week in about 150 newspapers 
in New York, New England, Penn- 
sylvania and New Jersey announ- 
cing that Ruppert will pay $250 
for each of the 40 pictures to be 
selected by judges of the entries 
between now and Sept. 15. The 
judges are J. J. Taylor, adver- 
tising manager of Ruppert, who 
originated the idea, and Barney 
Schultz, art director of the Biow 
Co., which handles the account. 

In all future Ruppert “Smile of 
Pleasure”? advertising, boxes wil! 
be inserted about the photographic 
search. The continuing television 
spots and “Smile of Pleasure” show 
sponsored by Ruppert also will 
be used to induce amateur photo- 
graphers to submit “closeups of 
pleasant facial expressions, 
pictures of real people, the more 
unposed and unprofessional the 
better.” No entry blank or proof 
of purchase is needed. 

Amateur camera clubs have been 
advised of the Ruppert plan, ac- 
cording to a company spokesman 
It is estimated that 11,000,000 
camera fans for the first time are 
being offered an opportunity tc 
sell portrait shots at commercial! 
rates for advertising purposes. 


BREWERS ANTICIPATE 
RISING SALES TREND 


New YorkK—Forecasts based on 
present sales data indicate a rising 
consumer demand for malt bever- 
ages, according to a study of the 
market included in the “Brewers 
Almanac of 1949,” just mailed to 
members of the U.S. Brewers 


the almanac is the first to be 
printed since 1946. 

In a study of sales since 1863, the 
almanac finds that a new cycle 
of growth may have begun with 
the repeal of prohibition in 1933, 
and that it now “promises greater 
production.” 

Ale sales, the almanac says, are 
being maintained on a _fair)) 
steady level of about 9% of total 
sales by breweries. This includes 
all stouts, porters and similar bev- 
erages. 

The industry used 888,838,000 
cans for beverage containers in 
1940 as compared with 2,895,649 - 
000 last year. The number of bo - 
tles used reached an all-time hig! 
of 1,872,000,000 in 1947, and was 
slightly less last year. 


Colonial Baking to Hirsch 
Maurice Lionel Hirsch Co., £t. 
Louis, has been named to handle 


Co., St. Louis. Radio, outdoor ard 
newspapers will be used to prv- 


Names Gordon-Marshall 
Gordon-Marshall, Inc., St. Lou 
is, has been named advertisins 


Louis. 


real | 


Foundation. This year’s edition off 


the advertising of Colonial Bakii:sf 


mote Colonial bread. Direct ma'!,) 
point-of-purchase and dealer aics) 
also will be used. 


representative of Station WIL, St™ 
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TV Survey Finds 
Video Owners Have 
Helped Sell Sets 


Cuicaco—Almost 80% of the 
respondents to a mail television 
study in Chicago said that they 
have influenced other persons to 
buy sets. The typical set owner has 
“influenced” more than two other 
persons. 

The survey, made by Ruth E. 
Taylor as part of a Northwestern 
University master’s degree re- 
quirement under the sponsorship 
of Television Forecast, was based 
on 1,000 mail questionnaires to a 
random sample of the publica- 
tion’s subscription list. There were 
549 replies to the mailing, 517 of 
which were usable. 

About two-thirds of those reply- 
ing had owned sets less than one 
year, and one-third for more than 
one year. About 94% of all re- 
spondents said that they were sat- 
isfied with the sets. The degree of 
satisfaction, it appears, is directly 
proportional to the size of the 
screen—the larger the screen, the 
less dissatisfaction. 

The study was designed to cde- 
termine “The Influence of Tele- 
vision on Leisure-Time Activities.” 
Miss Taylor found that radio lis- 
tening decreased about 62% after 
the TV set entered the home. Mo- 
vie attendance was down 58%, 
magazine reading off 32%, news- 
paper reading down 22%, and 
sports attendance fell 8%: 


s The respondents were asked to 
check the number of hours spent 
in each of these activities before 
purchasing the set and afterward. 
The results, therefore, depend upon 
the accuracy of recall. 

Miss Taylor found some indi- 
cation of a _ slight novelty ef- 


‘BEFORE YOU 
7 ORDER Fp! 


-—yusdl OF] VARIETIES 
CORPORATION 


OFFICE 
41 £. 50th ST. 
a | stubios 

F : ae W. 57th ST. 
E: - NEW YORK 


SIAR MURRAY HILL 8-1162 


fect by comparing those with sets 
less than one year with owners 
who have had sets for a longer 
period of time, but the evidence 
was not conclusive. 

The questionnaire turned up the 
information that approximately 
85% of the respondents have, since 
owning a set, become interested 
in sports events that they were 
not interested in previously, and 
about 52% said that the video set 
experience has induced them to 
attend such an event in person. 

Copies of the study are avail- 
able, gratis, from Television Fore- 
cast, 185 N. Wabash Ave., Chi- 
cago 1. 


Packer Names Reynolds 


Noe Bourassa Ltee., Montreal 
meat packer, has appointed E. W. 
Reynolds, Montreal, to handle its 
advertising, consisting largely of 
French and English radio and out- 


door posters in Quebec Province.| w 


Extends Rice Dinner Ads 


Following a _ successful intro- 
ductory campaign in _ southern 
California for its Rice Dinner, Syl- 
mar. Packing Corp., Los Angeles, 
broke a similar promotion Aug. 
4 in Salt Lake City, Ogden, Santa 
Barbara, San Francisco, Fresno 
and Sacramento with two-color 
newspaper copy offering a month- 
long free trial of the product. Pur- 
chasers must send the label to the 
company and tell “how you liked 
Rice Dinner and how much you 
paid for it”; then the price is re- 
turned. 


CBS Readies New TV Studio 


Columbia Broadcasting System 
plans to convert its Studio A at 
Columbia Square, Hollywood, for 
exclusive use as a television studio 
and will have the 900-seat room 
ready by September when the 
“Ed Wynn Show” becomes the 
first Columbia Network TV pro- 
gram to originate at CBS in Holly- 

ood. 


Two Appoint Walsh 


Walsh Advertising, Montreal, has 
been appointed to direct the Cana- 
dian publicity and promotion of 
Foster Plan for War Orphans, Inc., 
New York. The agency also has 
been named to handle the adver- 
tising and sales promotion of Le 
Circle du Livre de France, French 
book club with distribution in 
Quebec, the Maritimes and upper 
United States. The book club will 
use French language magazines 
and newspapers. 


Plans Shopsmith Promotion 


Magna Engineering Corp., San 
Francisco, will introduce its new 
five-in-one power tool, Shopsmith, 
to the consumer for the first time 
next month. The campaign, placed 
through N. W. Ayer & Son, Phila- 
delphia, will break with insertions 
in Better Homes & Gardens, Home 
Craftsman, Mechanix Illustrated, 
Popular Homecraft, Popular Me- 
chanics and The Saturday Eve- 
ning Post. 


A HOME OF YOUR OWN 


Write for details 


Practical Builder + Building Supply News 


5 South Wabash Ave., Chicago 3, lil. 


The Best Name 
in AMERICA... 


...andon § 


Right now, more than 90,000 dis- 
plays in the National Advertising 
Company network are selling the 
best known brand names in the 
‘country —from coast to coast—at a 
cost often as low as 18 cents a day! 


Every day more and more smart 
advertisers are finding that the 
National Advertising Company 


"Reg. Tr of Mi t 
Maing & tale. sd St. Paul, Minn, 


all types. 


maintenance 


offers these unique advantages: 


1. The biggest and best equipped 
organization in the country for 
erecting highway — of 


2. The most efficient, best staffed 


keep every sign in selling trim. 
3. Wide experience in the proper 


cotchlite 24 hours a day! 


REFLECTIVE SHEETING 


application of ‘'SCOTCHLITE”’ 
Reflective Sheeting for day and 
night selling impact. 


For all details on any type of high- 


way display—anywhere in America 


organization to 


WAUKESHA, WISCONSIN 


—write or telephone National 
Advertising Company, Waukesha, 
Wisconsin (Successor to Lee Lar- 
son & Company). 


ional Advertising Co. 
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Officials of NAB 
Discuss Operation 
of Independent BAB 


New YorK—Ways and means of 
separating Broadcast Advertising 
Bureau from the National Asso- 
ciation of Broadcasters are under 
consideration by executives of the 
two greups following a BAB com- 
mittee meeting on the proposed 
divercement. 

NAB President Justin Miller 
said that while the formation of 
the BAB as a separate corporation 
is envisaged, it will operate dur- 
ing the first year or year and one- 
half with the financial support of 
the parent industry association. 

Meanwhile, Maurice B. Mitchell, 
director of the new bureau, added 
another member to his staff. Rob- 
ert M. McGredy, formerly of Sta- 
tions WTOP, Washington, and 
WPAT, Paterson, N. J., has been 
named assistant director, with the 
national spot field as his special 
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TOP MANAGEMENT'S 
GOOD RIGHT HAND 


53 Park Row, New York 15, N. Y. 
12 East Grand Ave., Chicago 90, Il. 


assignment. 

Mr. Mitchell reports that more 
than 100 stations have ordered the 
BAB’s recently released, hard- 
selling slide film, “How to Turn 
People into Customers,” which was 
designed to convince retailers that 
radio is their best advertising buy. 

The bureau director is studying 
the American Newspaper Adver- 
tising Network presentation based 
on Dr. Paul Lazarsfeld’s study on 
“Seeing vs. Listening.” A copy 
of these findings, covered in AA 


May 9, was made available to the 
BAB last week. Mr. Mitchell is 
expected to make a point-by-point 
answer to ANAN’s contention that 
seeing beats listening as a sales 
tool. 


Appoints McCann-Erickson 
Ray-O-Vac, Madison, Wis., man- 

ufacturer of flashlight batteries, 

has appointed McCann-Erickson, 

Caracas, Venezuela, to handle local 

— in newspapers and ra- 
oO. 


Four to Beaumont & Hohman 


The San Francisco office of 
Beaumont & Hohman has been 
named to handle the advertising of 
H. R. Basford Co., San Francisco, 
manufacturer and distributor of 
home appliances and automobile 
accessories, Golden Gate Scenic 
Steamship Lines, operator of bay 
cruises, and the San Francisco 
Hotel Association. The agency’s 
Detroit office has been appointed 
to direct the advertising of the 
Grand Hotel on Mackinac Island, 
effective Jan. 1. 
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Dee Joins Jann & Kelley 


Harley V. Dee, formerly wit) 
Moloney, Regan & Schmitt, news- 
paper representative, has joined 
the sales staff in the Chicago office 
of Jann & Kelley, newspaper rep- 
resentative. 


Aldens Names Finkenbinder 


O. D. Finkenbinder, formerly 
with Montgomery Ward & Co., has 
been appointed director of the re- 
tail division of Aldens, Inc., Chi- 
cago. 


THE IRON AGE 


HARDWARE AGE 


DEPARTMENT STORE ECONOMIST 
COMMERCIAL CAR JOURNAL 


BONUS CHECKS FOR 
22ND QUARTER 


HERE TODA 


BOOT AND SHOE RECORDER 
THE SPECTATOR LIFE INSURANCE IN ACTIO 
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Crosley Appoints Hughes 


Frank J. Hughes has been named 
manager of national builders sales 
of the Crosley division of Avco 
Mfg. Corp., Cincinnati. He will 
head the division’s apartment 
house and housing project sales. 


To Sternfield-Godley 


Herbert W. Cohon, formerly ac- 
count executive of Redfield-John- 
stone, has joined Sternfield-God- 
ley, New York agency, in the same 
capacity. 


Appoints Mackay Agency 


Pacific Cruise Lines, Seattle, 
operator of summer cruises to 
Alaska and winter trips from Los 
Angeles to Acapulco, has placed 
its advertising with Wallace Mac- 
kay Co., Seattle. 


Weiss Appoints Fellman 


Harry Weiss Co., New York, 
maker of hats for girls, has placed 
its advertising with Leonard F. 
ne & Associates, Philadel- 
phia. 


Nut Growers Name Gast 


William K. Gast, formerly in the 
a re | department of Pa- 
cific Nati Advertising Agen- 
cy, Portland, Ore., on a part time 
basis, has been named advertis- 
ing manager of the Northwest Nut 
Growers Association, Dundee, Ore. 


Jameson Appoints Refte 


William Jameson & Co., New 
York, sales distributor for Gal- 
lagher & Burton’s, has named Har- 
ry Reffe assistant metropolitan 


sales manager. He joined G&B a 
year ago as supervisor in charge 
of hotels and clubs and was previ- 
ously assistant metropolitan sales 
manager for International Distrib- 
utors, New York. 


Retains Lippman Agency 


ABD Co., Buffalo, national dis- 
tributor of Touch-O, a silver pol- 
ish, has retained Lippman Adver- 
tising Associates, Buffalo, to place 
prometion in women’s magazines 
and newspapers. 


capital. 


We hear more and more about incentive plans designed to 
promote production and reward the efficient worker who 
makes the most of his job. So far, such plans ignore the man 
—or the woman—who invested his capital to help create the 
job. Here, perhaps, is the key to the growing reluctance of 
‘many persons to risk their money in new or expanding enter- 
prises. And it is something which should concern every man 
or woman working at a job or in the market for employment 
. .. every person interested in the survival of the American 
system of enterprise. 
The answer to the problem of promoting the flow of venture 
money into the business enterprises that are the source of 
jobs may well be found in an incentive plan for investors. 
For a start, this incentive might be in the form of tax relief. 
We, at Chilton, feel that it is time to abandon tricky schemes 
for ‘‘sharing the wealth” in favor of plans for creating more 


wealth and job-security through the encouragement of venture 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 
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here's an unwritten law in our- 
plant that, regardless of its size, any 
job worth printing deserves the best 
possible engravings . . . for true 
reproduction."That's why we always 
have equal respect for the towering 
and the tiny; use equal care in pro- 
ducing the smallest and largest, 

the simplest and most complicated. 
plates. That’s why our customers 
... from wee companies to huge 
corporations... are equally pleased 
with the results. They also appre- 
ciate the fine photographic, art and 
retouching services that are always 
available. If you, too, want full 
value for your engraving expendi- 
tures, write, wire or ‘phone... 
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The Journal-American sells your 


products as it sells itself .... to 


New York's largest evening audience 


UR customers are your customers. The 
700,000 families the Journal-American 
reaches every day are 700,000 potential 
customer-families for your products and serv- 
ices. But much more than that, the Journal- 
American offers two outstanding advertising 
advantages that assure sales results. 


First, you reach more people ... the Journal- 
American is New York's largest evening 
newspaper with virtually twice the circula- 
tion of its nearest competitor. Second, your 


sales timing is right... the Journal-American 
is a home-going newspaper, read in the 
home, in the evening by every member of 
the family. 


With a combination like this, top influence 
in the home and top influence over the home 
market, you have an incomparable force for 
consumer-response among New York fami- 
lies ... the “best salesman” as well as the 
“best seller” in the world’s richest and most 
rewarding community of homes. 


‘YOUR STORY STRIKES HOME IN THE 


ami 


~~ 
FOR 
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A HEARST NEWSPAPER 
NATIGNALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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HE GOT RESULTS 


Out-pulled other paper 2 to | 


“My classified ad in ADVERTISING AGE’s | 
‘Advertising Market Place’ was so successful 
that I have decided to run it again. Please repeat 
the same copy; I am enclosing check in payment. 
While I don’t want you to use my name, you can 
say that ADVERTISING AGE has pulled about 
2 to 1 over another paper with a higher rate.” 

Yes, you do get results — lots of results — 
when you tell your story to the top men in 
advertising through ADVERTISING AGE’s 
“Advertising Market Place.” It’s the place every- 
body looks for jobs, for men, for office equip- 
ment, for mailing lists, 
goods and services. It’s the number one place to 
tell your story if you want results! 


business opportunities, 


Information for Advertisers 


No. 3363. Cereal Survey. 


Farm Journal has published the 
findings of a survey of subscribers 
on use of cereals in the home, and 
cereal preferences. The _ report 
shows size of families, use of hot 
and cold cereals, seasons in which 
both types are eaten, and the 
brands used. 


No. 3364. Pathfinder Sewing Sur- 
vey. 

In this report, Pathfinder tab- 
ulates returns from a survey of 
women subscribers on home sew- 
ing. Answers show how many do 
any sewing; what articles are 
made; purchase of fabrics by 
brand name; ownership of sewing 
machines and their kinds and 
brands; and purchase of thread by 
brands. 


No. 3365. 55 Questions and An- 
swers About Restaurant Equip- 
ment Dealers, 


This is the first report in a con- 
tinuing study of the market repre- 
sented by the dealers in food ser- 
vice equipment, published by 
Ahrens Publishing Co.’s Restaurant 
Equipment Dealer. The 55-ques- 
tion survey and answers to ques- 
tions relating to administration, 
sales, advertising and merchandis- 
ing, and production are presented 
in the report. 


No. 3366. 1949 Consumer Analysis 
of the St. Paul Market. 


This is the third annual report 
of consumer brand preferences, 
compiled and published by the St. 
Paul Dispatch-Pioneer Press. Cov- 
ering foods, soap products, toilet- 
ries, beverages, home appliances 
and a general list, figures for the 
three years, 1947, 1948 and 1949, 
are listed wherever possible. New 
product classifications in this study 
include anti-freeze, gum, ice cream, 
investors’ service, stocks and bonds, 


Note: Inquiries for items listed above 


100 E. Ohio St., Chicago 11, Il. 


OE LOLI TO LES eR 
I a 
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| CITY & ZONE ......... STATE 


fresh milk, hot roll mix, preserves 
and television. 


No. 3325. Facts About Capper’s 
Weekly Fanvilies. 

Size of families; number of per- 
sons, by age and sex; number of 
rooms in house; ownership of pas- 
senger cars, trucks and tractors; 
place of residence (farm or non- 
farm) and many other facts about 
its readers are reported in this 
study, published by Capper’s 
Weekly. 


No. 3316. Third Annual Analysis 
of New Car Sales. 


The Cleveland Press has issued 
this detailed analysis of new pas- 
senger car sales in Cuyahoga 
County, augmented by national 
and state sales figures and com- 
mercial car sales. 


No. 3318. Wisconsin Farm Income. 


Wisconsin farmers’ cash receipts 
are shown in this tabulation for 
1948, issued by Wisconsin Agri- 
culturist & Farmer. This material 
also includes monthly figures from 
1945 through February, 1949. 


No. 3336. Quad-City Employment 
Barometer, April, 1949. 


The Moline Dispatch and Rock 
Island Argus have available a re- 
port on the number of industrial 
firms and employment in the 
Quad-Cities: Moline, East Moline 
and Rock Island, Ill., and Daven- 
port, Ia. The figures are compiled 
from records of the Associated In- 
dustries of the Quad-Cities. 


No. 3315. Five Advertising Types 
and the Happy Medium. 


NBC Spot Sales has released this 
booklet, which highlights the mar- 
kets reached by spot radio, sales 
results, comparative costs of major 
media, etc. 


will not be serviced beyond Sept. 19. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


| 
| 
| 
Please send me the following (insert number of each item wanted) 
! 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


Layout: Leading Midwestern advertising 
agency needs services of an A-1l art dir- 
ector capable of making good, clean, com- 
prehensive layout for large sectional and 
national accounts. Salary adequate. Appli- 
cations confidential. Address: R. J. Potts, 
c/o R. J. Potts-Calkins & Holden, 215 
Pershing Road, Kansas City, Missouri. 
ACCOUNT EXECUTIVE—Outstanding 
public relations firm with national rep- 
utation seeks several part-time account 
executives. Preferably those presently 
employed whose existing arrangements 
permit adding to earnings by solicita- 
tion of public relations accounts. 

Box 2590, ADVERTISING AGE 

1l E. 47th St., New York 17, N. Y. 


Advertising salesmen with car call on ad- 
vertising agencies, mfrs., etc., to cover 
Chicago area and middle western states; 
newest medium since motion pictures 
and television. Write c/o Bowling Supply 
Co., or phone DE-2-6734. (Chicago) 
MEDIA BUYER, ASS8'T..........00....0c0.cc0e00¢ 
Advertising Agency Experience 
George Williams Co...Personnel 
209 8S. State St. HA-7-2063 Chicago 


AGRICULTURAL COPYWRITER 
Large 4A Eastern agency seeking copy- 
writer for agricultural accounts. Should 
be agricultural college graduate with 
two to four years sales or advertising 
experience with feed company. Send sam- 
ples and resume including salary require- 
ments to: - 

Box 2593, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


WANTED 
Advertising-promotion manager to handle 
three industrial and technical business 
publications. Must be able to create and 
write advertising campaigns and pre- 
pare sales presentations. Write in con- 
fidence. Our employees know of this 
opening. 

Box 2594, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


SOUND PROGRESSIVE AGENCY in one 
of the most livable metropolitan cities in 
southwest wants artist who can produce 
modern clean layouts, roughs and finish- 
ed art, good illustration and figure work 
for varied accounts using nearly all 
media. Plenty of opportunity for man who 
can produce without artificial stimula- 
tion. Small, hard working, congenial 
group. Write us your age, experience and 
salary requirements. Submit only proofs 
of your work, no original art. 

Box 2595, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


PUBLISHERS: Copy writer, lively inter- 
est in publishing business, wants sales 
promotion work with good general book 
publisher or publisher’s agency. 7 years 
experience with General Electric. 

Box 2587, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Salesman twenty years experience now in 
New York office leading magazine seeks 
change for reasons other than failure to 
get business. Capable heading up advertis- 
ing department of modest size magazine. 
Box 2577, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

HOW FAR CAN A FROG JUMP? 
According to the old saying, “You never 
can tell, by looking at a frog, how far 
it can jump.” 

I don’t have what people refer to as 
“savoir-faire,”’ but just turn me loose on 
a copy and layout assignment and I'll 
guarantee to improve your first impres- 
sion of me! My two other talents are 
writing and editorial work. Age: 37. 
Don F. Kovalic, 3145 N. New England Ave. 
Chicago 34, Ill.; Phone MErrimac 17-6558 


ART DIRECTOR—Expd in layout, de- 
sign, lettering & finished art. 10 yrs 
agency & studio background. Desires po- 
sition with progressive manufacturer. Chi- 
cago area. 

Box 2588, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

PUBLIC RELATIONS DIRECTOR 
Organized and directed publicity pro- 
gram for national food trade associa- 
tion, directed publicity for large elec- 
trical appliance manufacturer, former 
associated editor of science magazine, 
former reporter and feature writer for 
metropolitan newspaper. 

Box 2589, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Experienced Man employed in Indiana 
adv. agency wants Chicago position. Copy 
specialty. Do layouts, promotion. Missouri 
grad. Eastbrook 1671, Ft. Wayne, Indiana 


COPYWRITER 
Self-starting, well grounded young writer. 
4 years agency and retail experience. 
National; industrial, consumer, radio. 
From layout and production. 26, married. 

Box 2591, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Young man, 36, thoro knowledge art, 
photography, printing, engraving. Can 
sell or act as production mngr. $5000 
yr. minimum. Chicago area. 

Box 2592, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Good Bet—Copy, layout, production. N. U. 
June grad. B.S. Adv. 2 yr ad art trng. 
1 yr printing school. High scorer 4A apti- 
tude test. 1 yr govt. publ. rel. Free lance 
layout exp. Vet., 27, ambitious. Locate 
Chicago, gulf states. Write G. C. 
Box 665, 710 Lake Shore Dr. Chicago 


REPRESENTATIVES WANTED 
Baby publication, now in fifth year, 
introducing unique advertising media. 
Liberal commission to reps who can sell 
effective but unusual space. 

STORK CORNER GUILD, INC. 

909 Main St., Evanston, Illinois 


Regu 


. 
i 
5 inches apply on disploy 


MISCELLANEOUS 


500 ATTRACTIVE 2 - color Letterheads 
or Envelopes $3.50. Prompt service. Free 
samples. See ours first. MAILPRESS 

1206 Front St., Toledo, Ohio 


FINE AGRICULTURAL ART 


John Andrews 1504 Dodge, Omaha, Nebr. 


ATTENTION PUBLICITY DIRECTORS! 
Wanted - suitable pictures for syndica- 
tion to newspapers. You pay low cost of 
distribution. Don’t delay -write, wire, 
phone - today for complete information— 
no obligation. Special Correspondents, Inc. 
230 E. Ohio St., Chicago 11, DE-7-1065. 


WANTED 


ADVERTISING MAN FOR FARM PRODUCTS 


Opening in advertising department of 
prominent organization. Good opportu- 
nity for man 30-40 with farm background 
and experience in agricultural advertis- 
ing. Ability to write copy essential. Write 
in confidence, with complete information, 
including age and current salary. 


Box 7422, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


FAR WEST and SOUTH WEST 


Seasoned ad-man seeks to forsake Man- 
hattan and settle in small town. 45, mar- 
ried, no family: lifetime in graphic arts, 
printing and advertising. Versatile and 
dependable. Ideas, layout, lettering, copy, 
editing, production, contact, etc. Color 
specialist last three years. Detailed res- 
ume on request. BOX 7423 
ADVERTISING AGE 
11 East 47th Street, New York 17, N. Y. 


FOOD MAN 


Extensive new business, adminis- 
trative, contact and merchandisin 
experience in agency, large an 
small, manufacturer and chain 
store fields. Under 40, married, 
solid, creative, organizer, producer. 
Highest references. Box 7424 
ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


JOB OFFERS 
FROM 
BLUE - RIBBON 
AGENCIES 


Like a great many people, 
this man in Cincinnati de- 
cided he would like a better 
job. Unlike most people, he 
wanted one which paid at 
least $20,000 a year. SO, he 
placed a classified ad in the 
“Advertising Market Place” 
columns of ADVERTISING 
AGE. And here’s what he 
said about results: 


“Though my ad fairly 
screamed at least $20,000, I 
have so far had 14 legitimate 
answers. These are all from 
blue ribbon agencies in New 
York, Chicago, Cleveland, 
Milwaukee, etc., and the re- 
plies are still coming in.” 


If you are looking for a 
position, or for a man to fill 
one—if you have anything 
to buy or sell in advertising 
—the “Advertising Market 
Place” in ADVERTISING 
AGE is the most resultful 
place to tell your story. 
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Wings Underwrites 
Its White Collars 


New YorkK—A collar “insurance 
policy” will be given to every pur- 
chaser of a Wings white shirt this 
fall by Piedmont Shirt Co. 

An insurance tag, resembling the 
customary green-and-black polic: 
envelope, will be attached to the 
shirt. A “disability clause” guaran- 
tees a new Wings shirt free should 
the collar fail to outwear the 
shirt. 

Piedmont offers insurance cov- 
erage because the collar is made of 
airplane cloth, or Pima _ cotton 
originally developed for use on 
wings of planes. Dealer promotion 
for the policy includes window and 
interior display posters. 

National advertising includes 
two-color insertions from quarter 
to full pages in Collier’s, Esquire, 
Life, Look, and The Saturday 
Evening Post. Local advertising 
will be placed through dealers on 
a cooperative basis with no limits 
on budgets. Zlowe Co., New York, 
is handling the campaign. 


SKF Withdraws Benzedrine; 
Benzedrex Sold Nationally 


After a year of sales testing its 
new Benzedrex inhaler in Cal- 
ifornia, Smith, Kline & French 
Laboratories, Philadelphia phar- 
maceutical manufacturer, has de- 
cided to withdraw its Benzedrine 
inhaler from the market, and re- 
place it with Benzedrex, as ru- 
mored this spring (AA, April 11). 

The new inhaler shrinks the 
nasal membranes, but does not 
have the stimulating effects of 
Benzedrine. It is the result of re- 
search on a formula which would 
eliminate complaints arising from 
abuse of the old inhalers. Benja- 
min Eshleman Co., Philadelphia 
agency handling the account, has 
scheduled a summer and fall an- 
nouncement campaign in national 
and regional medical publications. 


H. Cornell Smith to be 
President of Schulte, Inc. 


H. Cornell Smith will become 
president, chief executive and ad- 
ministrative officer of D. A. 
Schulte, Inc., New York, retail to- 
bacco chain, effective Sept. 1. Louis 
Goldvogel, now president and in 
the tobacco business for sixty years, 
will be chairman of the board, and 
George Wise, present chairman, 
will head the executive committee 

Mr. Smith has been managing 
director of Quality Retailers, Inc., 
New York, a men’s wear chain or- 
ganized last fall. From 1941 to 1948 
he was assistant managing di- 
rector in charge of merchandising 
of Gimbel Bros., New York. 


Plans Business Paper Ads 
for New Anti-Skid Device 


Hydro-Aire, Inc., Burbank, Cal., 
recently licensed by Boeing to 
manufacture and market a new 
automatic anti-skid device for air- 
planes, will launch an intensive 
campaign in trade publications 
next month. Color pages in Aero 
Digest, Aviation Week and Amer- 
ican Aviation will be followed by 
spreads in the same publications 
and others. 

The device, designed to stop 
planes in half the distance now 
required, also will be promoted to 
the auto and truck fields in the 
near future. John H. Riordan Co., 
Los Angeles, is the agency. 


Smith Bros. Shifts ABC Spot 


Smith Brothers, Poughkeepsi”, 
N. Y., will sponsor the second 15 
minutes of “Stop the Music.” 
starting Sept. 18 over ABC. Tre 
cough drop maker, whose agency 
is Sullivan, Stauffer, Colwell 
Bayles, sponsored the openin2 
portion of the giveaway last sea- 
son. Eversharp, Inc., currently 
backs the second 15 minutes  c! 
the hour broadcast. 


Gertrude Smith Quits Koret 


Gertrude Smith has resigned :s 
advertising manager of Koret '! 
California, San Francisco, Cal 
fornia sportswear, to join her hu: 
band’s organization, Trylyn Cc 
San Francisco, plastic manufac- 
turer. 
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Sam Briskin Is Chairman 


Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 12-13. National Association 
of Magazine Publishers, 30th an- 
nual meeting, Essex and Sussex, 
Spring Lake Beach, N. J. 

Sept. 17-18. Seventh district, 
Advertising Federation of Ameri- 
ca, Baton Rouge, La. 

Sept. 17-20. Mail Advertising 
Service Association International 
convention, Congress Hotel, Chi- 
cago. 

Sept. 18-20. Tenth district, Ad- 
vertising Federation of America, 
Biltmore Hotel, Oklahoma City, 


Okla. 
Sept. 18-20. New York State 
Publishers Association, annual 


meeting, White Face Inn, Lake 
Placid, N. Y. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Sept. 29-30. Newspaper Adver- 
tising Managers’ Association of 
Eastern Canada, second annual 
convention, Mount Royal Hotel, 
Montreal. 

Sept. 30. Sixth district, Adver- 
tising Federation of America, Ra- 
cine, Wis. 

Sept. 30-Oct. 2. Inter-City Con- 
ference of Women’s Advertising 
Clubs, Cleveland. 

Oct. 6. Export Advertising As- 
sociation, first annual convention 
on international advertising, Hotel 
Biltmore, New York. 


Oct. 10-11. Boston Conference 
on Distribution, Hotel Statler, Bos- 
ton. 

Oct. 10-12. Association of Na- 


tional Advertisers, annual meeting, 
Waldorf-Astoria, New York. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 18-19. Agricultural Publish- 
ers Association, annual meeting, 
Chicago Athletic Association, Chi- 
cago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 
tel, Chicago. 

Oct. 20-21. Audit Bureau of Cir- 
culations, annual meeting, Drake 
Hotel, Chicago. 

Nov. 4. Fifth district, Advertis- 
ing Federation of America, Indian- 
apolis. 

Nov. 11-13. Southwestern Asso- 
ciation of Advertising Agencies, 
Tulsa Hotel, Tulsa, Okla. 

Nov. 13-17. Printing Industry of 
America, 63rd annual convention, 
Biltmore Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Adver- 
tising Association of America, 54th 
annual convention, Hotel Book- 
Cadillac, Detroit. 


International Milling 
Shifts Sales, Ad Men 


J. H. Herlocker, general sales 
manager of International Milling 
Co., Minneapolis, has been trans- 
ferred to the same position in 
Kansas City. He will handle the 
grocery product sales of all divi- 
sions located in the South and 
Southwest. William King Jr., ad- 
vertising manager, has been named 
seneral sales manager in Minne- 
ipolis, where he will be in charge 
f grocery product sales in all 
iorthern and eastern divisions. 

H. W. Maier Jr., assistant ad- 
vertising manager in Minneapolis, 
1as been promoted to advertising 
nanager. Robert E. Thompson, as- 
istant advertising manager, has 
een named to the newly created 
sition of advertising manager 
n Kansas City. 


Sam Briskin, who was shown in 
picture in AA last week, is 
hairman of the board of Revere 
‘amera Co., Chicago, rather than 
ts president, as reported. Jack 


Arvin Drive to Start in Fall 


Noblitt-Sparks Industries, Co- 
lumbus, Ind., manufacturer of Ar- 
vin household furnishings, will 
promote Arvin all-metal ironing 
tables in a fall campaign scheduled 
to start in magazines in Septem- 
ber. Quarter and half-pages will 
run in Better Homes & Gardens, 
Good Housekeeping and Ladies’ 
Home Journal. Roche, Williams & 
Cleary, Chicago, handles the ac- 
count. 


Appoints John M. Gray V.P. 


Allied Syndicates, Inc., New 
York, public relations, has ap- 
pointed John M. Gray vice-pres- 
ident. He has been associated with 
Allied since 1948 as an account 
executive for the Brewers Board 
of Trade, Inc., New York, and the 
New Jersey Brewers Association, 
Newark. 


Names Bozell & Jacobs 


Mitchell Mfg. Co., Chicago, has 
named Bozell & Jacobs, Chicago, 
as its public relations counsel. 
Mitchell is introducing a new 
lighting system based on the mod- 
ular principle of construction. 


Berle Tops Hooper's 
2nd TV Net Report 


New YorkK—C. E. Hooper, Inc., 
has released its second network 
television ratings, covering audi- 
ences in 33 cities, Indianapolis and 
San Diego having been added since 
the May report. 


The June favorites: 
Milton Berle (Texaco), 24 NBC 
A Le ee 
Godfrey and Friends (Chesterfield), 
jf. ££  Feenemiiaes ore 
The Goldbergs (Sanka), 
Sn 41.7 
Stop the Music (Old Gold, Admiral), 
10 ABC cities 40. 
Toast of the Town (Lincoln-Mercury), 
17 CBS cities 40 


Combe Heads Eastco 


Ivan D. Combe has resigned as 
vice-president of Pharma-craft 
Corp., New York, to become presi- 
dent of Eastco, Inc., New York, 
which has taken over the manu- 
facture, sale and distribution of 
Espotabs laxative tablets, formerly 
marketed by Dill Co., Norristown, 
Pa. Street & Finney, New York, 
will continue to handle the adver- 
tising of Espotabs. 


Borden Names 2 to Ad Posts 
William H. Ewen, in charge of 
the exhibit section of the general 
advertising department of Borden 
Co., New York, and John S. Ful- 
lerton, formerly an account exec- 
utive of Geyer, Newell & Ganger, 
have been appointed assistant ad- 
_——— managers of the Borden 
o. 
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BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers ere 
BABY BILLBOARDS that catch the eye 
where they buy. No wetting . . . they're 
FREE sticky... they sell anywhere. Printed to 
your order. Millions sold. Write MARK’'.- 


ANDY, Inc., Dept.AAl, St. Lovis 22, Me. 
for details, samples. Do it, todey! 


ALLEN-KLAPP CO... . 


Out in front by 
half a million lines 


During the first 6 months of 1949 The News-Sentinel 
carried 636,641 more lines of display advertising 
than was published by Fort Wayne's morning and 
Sunday papers combined. (Media Records) 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


Fort Wayne, Indiana 


NEW YORK. . 


CHICAGO N°TeNIT 


3riskin, his son, is president. 


New Home onthe range... 


To convert his corn into beef... the Midwest farmer for 
seventy-five years has brought in feeder cattle from the West... 
as many as 2.5 million annually. Of late years, the increased 
market for meat in the growing Pacific Coast population, and 
other factors, has reduced the supply and raised the price of 


young cattle. 


Now Corn Belt farmers consider raising their own feeders... on 
$50-60 pasture land and rough terrain. While initial costs still favor 
imports . . . the home grown calves are fresher, unaffected by shipping, 
other ailments. Fields gain by a pasture period, and rotation ups corn 
yields . . . tipping the profit scale in favor of the home-raised beef. 

As a business... farming is subject to change as are all businesses, 
and good farmers today make changes to meet changing conditions. 
Because of the importance of the subject, SuccessruL FARMING presents the 
results of first hand study in this month’s issue and the next. Advertisers 
alert to broad changes in the market... look for ““Raise Your Own, or Buy 


Westerns?” page 40, August SuccEssFUL FARMING. 


Don’t know what you're missing? 


Most general media miss the majority of the 
best farm families in the 15 Heart States... 
with the best soil, greatest yields, largest property investments... a market 
adequately penetrated only by SuccessruL FARMING. . 


. whose audience has 
spendable surplus above urban income equivalents. Of SF’s 1,200,000 
subscribers, approximately a million in the Heart States averaged some $10,000 
in gross income during ’47 and °48—about $4,000 above the US farm average 
... represent the best class market in the world today . . . indispensable to 
advertisers, if your national advertising is really to be national. For full facts, 
call any office. SuccessruL FARMING, Des Moines, New York, Chicago, 
Cleveland, Detroit, Atlanta, San Francisco, Los Angeles, 
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July Business Paper Advertising Volume 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 
ard 7x10-inch type page. 


Pages 

INDUSTRIAL GROUP 1949 1948 1949 1948 
TE bon clock veces 09 56 68 | Civil f — srpatann Pr Pee 37 41 
American Aviation (semi-  € BO Rear 151 127 

eh aa 39 36 | Commercial Car Journal ...... 158 188 
American Builder ............ 124 143 | Contractors & Engineers 
Ee 119 121 Monthly (934 x 14) ..... 52 
American Dyestuff Reporter .. 76 73 | Construction Digest (bi-w.) 1*145 *205 
American Machinist (bi-w.) 2*360 521) Construction Methods ........ $128 $164 
American Printer .......... 36 ROT $97 $113 
Analytical Chemistry ........ 32 CO ae ‘71 7 
Architectural Forum ........ 114 DCE nonce cecace seas 103 87 
Architectural Record ....... 7149 142 | Diesel Progress (9 x 12) .... 56 51 
Automotive Industries (semi- Distribution Age ........... 54 68 

Ei cecsde dé acess ss 149 SET Cea ladacdcccccccse 83 94 
Aviation Operations ........ *35 45 | Drug & Cosmetic Industry .... *92 *120 
115 *96 | Electric Light & Power ...... 79 78 
Bakers’ Helper (bi-w.) ...... 121 147 | Electrical Construction & 
| ET eS SS as 88 88 ET din ceceen se 177 160 
ST Sncadenkuseces 31 33 | Electrical South ............ 42 52 
ETT 37 sf ee 67 68 
Brick & Clay Record ........ *36 *41 | Electrical Engineering ........ *50 *48 
Bus Transportation ......... 109 119 | Electrical World (w.) ...... 1*289 339 
Butane-Propane News (4'/2 x a errr $*407 §*426 

i hie scad othsmes aon *84 *101 | Engineering & Mining Journal . . $202 128 
UO ee ee '*65 *83 | Engineering News-Record 
Ceramic Industry .......... *58 *69 RS ore *304 §*390 
Chemical & Engineering Excavating EE rik oe enc 33 39 

Es shes 5.605 0.400 123 118 | Factory Management & 
Chemical Engineering ........ 263 278 Se *191 *219 
Chemical Industries .......... 195 *95 | Fire Engineering ............ 34 39 
Chemical Processing Preview. . 117 DUTT EEE Gdccccccescd e¥e 123 121 
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THE OLD ANALYST 
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These are pretty figures mister! An original test 
campaign placed exclusively in the Rockford 
Morning Star and Register-Republic sold, in the 
first two weeks, 84 recording machines priced 


It just proves again what I’ve said many times, that 
Rockford is the best Test City in the Mid-West. 


ROCKFORD MORNING STAR 
Rockford ipeglatymepabtis 
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Pages 

1949 1948 
ee 122 145 
Sg ae *46 *45 
Food Processing Preview ...... 44 47 
 eivabesendecosd over *175 *192 
Sr tb kiamadwini wh Gals 604 0 $77 49 
Ss @ | ere 173 69 
Heating & Ventilating ........ 65 66 
Heating, Piping & Air 

TD l'ne sa cae wees 131 140 
Ice Cream Review .......... 90 101 
Industrial & Engineering 

A 103 120 
Industrial Finishing (4'/gx6'//2) 69 85 
Industry & Power .......... 111 121 
i Cr ch oveadevews 54 §91 
re Pe nn. pt eane ens 1§*446 *605 
Machine Design ............ *154 *185 
Machine & Tool Blue Book 

Pe ceibadeacegese 171 233 
DT: cine naceeeees oes §240 268 
Manufacturers Record ........ *32 *33 
Marine Engineering & 

Shipping Review .......... 86 80 
Mass Transportation ......... 23 29 
Materials & Methods ........ 97 124 
Mechanical Engineering ...... 85 86 
es ea einen ¢ «nx *88 *92 
Metal Finishing ............ 63 66 
SL PUINES wécwccccccce 98 96 
8 ere 90 106 
vn acececes 4a *173 *215 
Mining Engineering ......... 20 22 
Modern Machine Shop (4!/ox 

DT suduees s0b> 606000 217 259 
Modern Packaging .......... *153 163 
Medere Piste ...ccccsceee *113 *130 
Modern Railroads ............ 53 44 
National Butter & Cheese 

i dseeh Mewes ch oo0 6+ 39 58 
National Petroleum News (w.) 95 99 
National Provisioner (w.) . 1140 178 
National Safety News ...... 50 58 
Oil & Gas Journal (w.) ..... 1§*541 °5*586 
Organic Finishing .......... 8 12 
Operating Engineer .......... *45 *48 
Packaging Parade (93@x12) *55 *55 
Paper pate & Paper 

SE Suesbine da siens sie 74 83 
Paper ‘min News (w.) ....... 1§*120 4 8§©§*155 
Paper Trade Journal (w.) .... **160 *212 
Petroleum Engineer ......... §*328 250 
Petroleum Processing ........ 63 50 
Petroleum Refiner .......... *156 *165 
2 fea $"*177 = §*173 
Plant Engineering .......... 35 17 
DE MONS ba 64.0440 0.0008 43 49 
gg ey a ee *195 212 
Power Generation .......... 70 86 
Practical Builder ........... 98 86 
Printing Magazine .......... 48 64 
Product Engineering ........ 1*200 *250 
Production Engineering & 

"3 62 71 
Products Finishing (4'Y/ox6'/o) . 64 82 
Progressive Architecture ...... 80 82 
Stee ane pacda dn *186 $500 
Quick Frozen Foods & the 

Eh chn e600 6600.0 44 48 
PPD MELD cscesccese 1§219 269 
Railway Engineering & 

eA 56 65 
Railway Mechanical Engineer .. 89 102 
Railway Purchases & Stores ... 137 144 
Railway Signaling & 

Communications .......... 29 28 
| Pra *75 §108 
PE chet pcuneess *74 *84 
Sewage Works Engineering .... 16 20 
DE Steady cthdawes sos 47 40 
Southern Lumber Journal *73 *78 
Southern Lumberman ........ 1*159 160 
Southern Power & Industry 75 84 
db iche Gan ke octee w 4 1*345 *390 
0 7 11 
Telephone Engineer .......... *42 54 
CE ES 1*120 *127 
Textile Industries .......... 143 §250 
2 - arr 181 201 
0 rer *92 *114 
Tool & Die Journal (5x7) 73 §115 
ft Pree 55 90 
Traffic World (w.) ...... .. 1107 126 
Water & Sewage Works ...... 52 59 
Water Works Engineering 50 49 
Welding Engineer .......... 42 54 
West Coast Lumberman ...... *120 *124 
Western Canner and Packer .. *41 *54 
Western Construction News .... *87 *91 
Western Industry .......... *41 *51 
Mt TE cnesbedevceces *71 *88 
Woodworking Digest 

| re *150 *181 
a as 5 6-640 we 4's §2*340 §°*372 
World Petroleum ........... $125 $134 | 

Me Kitweessnenavexs 15,927 18,205 

TRADE GROUP 
Air Conditioning & - area 

News (w.) (11'/2x16) $58 *81 
American Artisan .......... 114 125 
American Druggist .......... 106 112 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w.) ........ *141 *142 
Boot & Shoe Recorder 

EE "S665. wraas6hss *132 *152 
Building Supply News ........ 116 120 
Chain Store Age— 

Administration Edition 

Combinations .......... *36 33 

Druggist Editions ........ 64 59 

General Merchandise— 

Variety Store Editions 91 97 

Grocery Editions .......... 138 164 
Department Store Economist 

DT <6 edge 4s-sh0 00 68 64 
Domestic Engineering ........ 136 166 
Electrical Dealer ............ 36 45 
Electrical Merchandising (9x12) 131 150 
Electrical Wholesaling ....... 71 71 
Farm Equipment Retailing 57 66 
Farm + ree News 

DE Jit bidepaaikesseces 124145 %§*219 
Fueloil & Oil Heat .......... 76 86 
SETS VOD cocccccccccee 68 76 
 ) ea eeererry 29 23 
Hardware Age (bi-w.) ...... 1§646 $774 
Hatchery & Feed .......cc0. 65 57 
Hosiery & Underwear Review . 91 117 
Hosiery Industry Weekly e 78 99 
Implement & Tractor (bi-w.) . **206 210 
Implement Record .......... 53 71 
Industrial Distribution ...... 157 207 
DT bcevktbenauecape se 99 94 
Jewelers’ Circular-Keystone .. 171 245 
Leather & Shoes (w.) ...... 1§*105 *97 
Lingerie Merchandising ...... 57 88 | 
Liquor Store & Dispenser .... 30 44 
i Mi eicavasees swe ehss 170 166 
a eth oun ae 115 127 
Motor Service (4'/4x6'/g) 129 152 
NJ (National Jeweler) 

(F/gx73Q) ncn eneee onecce 180 256 


1949 1948 
National Bottlers’ Gazette .... 80 117 
National Furniture Review .. 120 141 
Office Appliances ........... *124 7157 
Photographic Trade News ..... 54 63 
Plumbing & Heating Business .. 82 80 
Plumbing & Heating Journal .. 61 63 
Plumbing & Heating 

2 ten bicchee eee 23 22 
Poultry Supply Dealer ........ *46 *39 
Progressive Grocer (4!/4x7!/4) 128 126 
Sheet Metal Worker ........ *62 *74 
Southern Automotive Journal .. 117 122 
Southern Hardware .......... 70 64 
Sporting Goods Dealer ....... 134 147 
Gai a 75 94 
Super Market Merchandising .. 78 90 
Variety Merchandiser 

SEE weeeccicd ee ve 86 75 
Wood Construction & 

Building Materialist ...... 48 41 

ES 5,482 6, 

CLASS GROUP 
er re Ph Age (w.) 

Th ieecdne eacieees 1144 150 
American Reel Director .... *72 62 
American Hairdresser ........ *26 *44q 
American Restaurant ........ 76 83 
Banking (7x10 3/16) ....... 43 47 
Casket & Sunnyside ......... *65 *66 
Chain Store Age— 

Fountain Restaurant 

Combinations .......... 20 28 
Cleaning & Laundry World ... 37 41 
 Gheckecesi dees 103 101 
Fountain Service .......... 39 46 
Hospital Management ........ 57 73 
Hotel Management .......... 106 98 
 QG Sa pe 33 40 
Hotel World-Review (w.) 

A 1*38 *46 
Industrial Marketing ........ 91 88 
Journal of the American 

Medical Association (w.) *291 *296 
| 3a Ae 68 85 
Medical Economics (4'/4x634) 94 97 
Modern Beauty Shop ...... 45 73 
Modern Medicine (semi-mo.) 

DED .dheeedysocnadss 121 109 
SY LE ncn cncueec 47 42 
Oral Hygiene (4 5/16x7 3/16) 98 102 
Restaurant Management ...... 60 76 
School Executive—Schoo!l 

Equipment News ........ 30 34 
School Management 

I © iawde née 6:0 00 9 ll 

ee 1813 1,945 

EXPORT GROUP 
American Automobile 

(overseas edition) ........ 59 88 
American Exporter 

DE. carehences 212 303 
American Exporter Industrial 

fj - err 178 193 
Automovil Americano ........ 70 94 
Caminos y Calles ............ 25 32 
EE 34 35 
Ee 45 52 
Hacienda (two editions) ..... 97 122 
Eee 18 14 
Ingenieria Internacional 

ae 103 81 
Ingenieria Internacional 

a 113 86 
McGraw-Hill Digest .......... 29 18 
Petroleo Interamericano 56 58 
Pharmacy International ...... 22 21 
Revista Aerea 

Latinoamericana ......... 10 21 
OS Ea 7 
Spanish Oral Hygiene 

(4 5/16x7 3/16) 36 41 
Textiles Panamericanos ...... 51 63 

Total 1,165 1,331 
SIncludes a special issue. 

*Includes classified advertising. 

tDoes not include advertising in special Western 
section. 

t7 x 10 units, sold as pages. 

‘Estimated. 

*Two issues. 

‘Three issues. 

‘Four issues. 

°Five issues. 

‘July issue only. 

"Includes June and July issue. 


Business Paper Ad 
Volume Off 12.2% 
During July, 1949 


Cuicaco—Advertising linage in 
business papers for July was down 
12.2% from the corresponding pe- 
riod last year, according to Indus- 
trial Marketing’s monthly tabu- 
lation. 

The 239 papers on the list carried 
a total of 24,387 pages of adver- 
tising in July this year, as com- 
pared to 27,780 pages in the same 
period of 1948. 

The 52 trade publications showed 
the largest year-to-year decline, 
with a 12.9% linage drop for the 
month. One hundred forty-four in- 
dustrial and 18 export publications 
both were off 12.5%, and 25 class 
publications showed the smallest 
drop, with a 6.8% loss. 


s For the first seven months this 
year, periodicals in the four ma- 
jor groups carried 184,123 pages of 
advertising, as against 196,151 
pages in 1948, a decline of 6.1%. 
Industrial publications registered 
the least decline for the seven- 
month period. They were down 6,- 
525 pages, or 5.2%. Class periodi- 
cals were down 6%, trade pub- 
lications off 7.8% and export pa- 
pers were off 10.5%. 

Here are the comparative fig- 


ures: 
MONTH OF JULY 


Pages Pages 
Classification 1949 1948 
Industrial 15,927 18,205 
Trade 5,482 6,299 
Class 1,813 1,945 
Export 1,165 1,331 
SEVEN-MONTH PERIOD 
Industrial 118,877 125,402 
Trade 42,113 45,691 
Class 14,831 15,785 
Export 8,302 9,273 
KTLX Bows in November 


Station KTLX, Phoenix, will be- 
gin telecasting Nov. 27, several 
weeks earlier than previously 
planned, according to Rex Schepp, 
president and general manager of 
Phoenix Broadcasting, Inc. The 
company’s AM station, KPHO, will 
go from 250 to 5,000 watts next 
month. 


Committees Appointed 


The National Association of 
Display Industries has appointed 
a four-man committee to cooper- 
ate with a similar group in the 
National Retail Dry Goods Asso- 
ciation regarding market weeks, 
meetings and mutual industry 
problems. Joint meetings will be 
held in New York. 
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biaaien: Results 


NAME + SELL YOUR NAME © SELL 


blade, then twist and 
lock into position illus- 
trated. Positively safe 
in the pocket or purse. 


Proven Premiums 


- YOUR NAME: SELL 


Your name in every 
customers hands 
a dozen times 
|. Peery 


Your name, on the Princess, a new 
knife and key-chain combi- 
nation does a daily selling 
job. Slender and different in 
design, compact with a fine sur- 
gical steel blade, the Princess 
is unusually suitable for women, 
entirely practical 
Simply twist the 

polished aluminum barrel 


the 


> 
Size 


Write for samples, discounts, and data on the Princess 
and other related items. 


U “ 
; Unsinger- AP Corporation, Toledo, Ohio : 
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Advertising Age, August 8, 1949 


vertising Agency handles the ac- 


" APPAREL PURCHASES BY FAMILY INCOME || APPAREL PURCHASES BY FAMILY SIZE APPAREL PURCHASES } | count. SIGNS OF LONG LIFE’ 
a, MES “Tr AAS OE ms == BOYS GIRLS - MEN. WOMEN ic skein intense FOR QUANTITY BUYERS 
ra GROUP ae ee eT aa) (ae Perit T re] | SIZE GROUP | vine [hse] time [bame | tame =| tee [ bene | Vee Toes . 
NER $1900 | | | | 2 | T | PERSON V1 | | i COLLARS PER aS Jacque 2. Brown, assistant sales THE ARTKRAFT SIGH co. 
_———_ SEE UR _,. J >= | iii z.. m seven, | | Manager of the heating and water Artkrat* Corporation 
age in Ae Se i + + | | » Penson ena system division, has been named 900 Kibby St. Lime, U.S.A. 
s down | t+—}—+—4+-f |< rensons | ° sales manager of Heil Automatic 
ng pe- ae | |_| en Heating, Inc., Milwaukee. “eodemerss tay US te OF 
Indus- a= | eveneom | 
tabu- Te if Y | | | | | eemsows | 4 + . rev rs : ts ASS Oe SER CR as 
carried = ae srovege tenes severe exes Wellies Sise Group (uities) a “nies eeinil @ 7 
adver- ter 000 1.0 $ « $10 ee be ys = p TT 
sal coe a - ion ree “= La ; he record each month 
e same ae a pad prion & persons 8.0 610 B80 
@-5,000 . oo 3,100 S persons $.0 no 3,59 
showed #5-10,000 6.0 1,200 8,800 dca vad aad aed e 
lecline, $10-25,000 7 2200 1.0 —— 22 me 2,820 of the finest pertu me 
me She ase te = pyr ma ws se 
our in- et se . a L ; 
: : GOYS GIRLS MEN WOMEN GOYS GIRLS MEN WOMEN : . “ is 
Sgn Tota ws pC --- Ament Grattaten gh. omiter of Gxmromee 00 and cosmetic advertising 
eet Buckingham Resi Penn State Starts Dri in American Legion Magazine, Elks) | 
ingham Resigns | Penn State Starts Drive Mapeies, Sesole, Plala eat BEAUTY FASHION 
uc g esigns Penn State Cigar Corp., Phila- pg ap 4 ae aes ( 
: delphia, maker of Stetson cigars, ream, Hunting an Ss ’ a 
hs this As Cluett, Peabody this month is launching 2 mogs.| door Life, Sports Afield and True.| ff Also publishers of DRUG AND COSMETIC INDUSTRY 
= = . zine drive for the first , , = Penn will continue its schedule in Bs ve : 
0181 Ad, Research Chiet the war. Ads will run for a year| trade publications. Phil Klein Ad- —_—. ee 
61%. New Yorx—A. O. Buckingham, 
istered vice-president of advertising and ee a ee 
seven- market research‘for Cluett, Pea- & 
wn 6,- body & Co., has resigned as an % 
eriodi- officer and director of the com- ay 
> pub- pany, but will continue in its oe 
ort pa- service as consultant. ; rr 
News that the 52-year-old cham- " 
ve fig- pion of advertising—and brand fos 
names—had decided to retire as 3 
a Cluett, Peabody executive came x 3 M | D W 3 sit T RM fa he * 
= as a surprise to many of his friends & 
18,205 last week, and his friends are a 
4 legion. Henry Abt, president of ee. 4 
1,331 Brand Names Foundation, char- QuUn L % 
125.402 acterized the one-time BNF head : = 
45,691 as having “more friends in the & 
a advertising business than any , Scaed : a bes Wy eae? 
; other living individual.” ek Tae SSB esis SAL: a Sa Rate PE aes a RS Reale he De 
Neither Mr. Buckingham nor — 
Cluett, Peabody officials revealed é 
vill be- any further details of his future win prizes ranging from $50 to $3,000 for 
several . p 
iously plans or the names of the official . ill t: thel th 
schepp, or officials who will take over his their work. More will not; nevertheless the 
“gi CR SO, PO lasting satisfaction of more gracious farm 
O, will s Mr. Buckingham joined Cluett, living will remain. 
Ss next Peabody as an order clerk at the 
end of World War I, in which 
he served as a 2nd lieutenant. Nine 
years later, he had become adver- © As Big Aggie leads in public service, so, 
a Pe tising manager, after having been too, the products WNAX advertises are the 
vointe a salesman in Indiana, assistant 
~ manager in the San Francisco of- products purchased in this rich five-state 
"hae fice, and Los Angeles manager. ® Imagine every family in a town of more major market. Hybrid seed corn, tractors, 
weeks He was elected a director of the ai ; ‘ ' h 
\dustry company in 1930, and in 1936 was than 1,500 families remodeling its home! tooth paste, soap, overalls, cars, shoes... 
will be appointed vice-president in charge a Katz man will show you how Big Aggie 
of advertising and market re- eae f 
——— search. From 1947 until March of @ Transplant those families to farms gets results! 
thi h ¥ ° 
pF cc yo song eden din throughout Minnesota, the Dakotas, Ne- 
mr. Buckingham, a former braska, and lowa . . . visualize them busily 
chairman of the Association of : ae 
National Advertisers, also has landscaping, remodeling, painting, paper- 
served as president and chairman . : ee eda 
of the Brand Names Foundation, ing; adding electricity, inside bathrooms, 
established here in 1944. In the : 
most recent of his attacks against new furnaces to their homes . . . there you 
July Ti bs @umaed Ee have the WNAX Farmstead Improvement 
point, an indictment by Colston E. Program. ° 


Warne, Consumers’ Union presi- 
dent and Amherst College pro- pm 
fessor, at the First District meeting @ Some of the 1,535 farm families en- 


of the Advertising Federation of 3 , P . 
America in Poland Spring, Me. tered in WNAX's three-year campaign will 


New Sign Introduced 


Maxilume Co., 125 W. Hubbard 
St., Chicago, is distributing a new 
) type of electric, five-color, point- 
of-sale sign called the Litewriter. 
The sign is 18” square, and the 
glass panel on the front will re- 
ae ceive five different colored cray- 
~ ons, singly or in combination. A 
stroke of a red, blue, yellow, green 
or white crayon immediately shows 
up as a neon-like streak, and can 
be removed by rubbing with a 

cloth dipped in a glass wax. 


Plax Adds Department 


Sigrid Aileen Duggan has been 
named director of a new mer- 
chandising services department by 
Plax Corp., division of Hartford- 


| 4 Empire Co., Hartford, Conn. Miss 
ae Duggan will help customers de- 
aS Sign and promote packages made 


of Plaxpak packaging materials. 
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Publications Issued 
for Policy Holders 
Held to Lack Policy 


Toronto—Lack of clear-cut def- 
inition of policy, and failure to 
use “recognized channels of re- 
search in determining readership” 
of policyholder publications are 
highlights among the findings of 
a special research project of the 
Life Insurance Advertisers Asso- 
ciation. Harold B. Brown, adver- 
tising manager of Imperial Life 
Assurance Co. of Canada, Toronto, 
conducted the study. 

The key to the high mortality 
rate among policyholder publica- 
tions, the report states, is that the 
value of the publication has never 
been definitely proved to the point 
where management feels it should 
be retained as a continuing factor 
in its advertising program. 

Of the 141 companies surveyed, 
29 said that at one time their com- 
pany had issued a policyholder 
publication, but that it had since 


_ WHATA © 


_ (IT WAS NEVER LIKE 
"THIS BEFORE) 


$4,567,999.00 


BANK DEPOSITS 12/31/48 
$ VAL. SAVINGS BONDS 12/31/48 


in the 
228 WOW 
COUNTIES (BMB) 


IN NEBRASKA, IOWA, SOUTH 
DAKOTA, MISSOURI, AND 
NORTH DAKOTA. 


READY TO BE SPENT 
NOW or in the FUTURE 
FOR WHATEVER YOU 
HAVE FOR SALE! 


WOW- LAND 


An Always Rich 
Farm Market... 


covereD ONLY py 


$000 WATTS + 590 KC © 
JOHN J. GILLIN, JR., PRESIDENT 
JOHN BLAIR, REPRESENTATIVE 

AND BLAIR-TV, INC | 


e 


been discontinued. With the in- 
crease in number of policy hold- 
ers, printing and postage costs 
tend to make the issuance of such 
publications impracticable. 
“Management,” the report states, 
“has no clear-cut definition of the 
role of the policyholder publica- 
tion in promoting those things 
which the companies feel are im- 
portant. When asked if there were 
an editorial policy ‘in black and 
white,’ the answer by the respond- 
ents was almost invariably no. All 


editors, however, specified certain 
objectives which they had in 
mind.” 

The report covers all types of 
life insurance policyholder publi- 
cations, their scope, production 
costs, objectives and effectiveness. 


BBDO Shifts Hesse to Lever 


Batten, Barton, Durstine & Os- 
born, New York, has appointed 
William R. Hesse account execu- 
tive for Lever Bros.’ Swan soap. 
Mr. Hesse was with Procter & 


Gamble in a sales and personnel 
capacity before the war. He joined 
BBDO in February, 1948, and was 
in charge of Koppers coke and 
Clark candy accounts in the 
agency’s Pittsburgh office. 


Zuck Joins Spencer 

Ralph E. Zuck, formerly mid- 
western sales representative of 
Prentice-Hall, has joined Charles 
D. Spencer & Associates, Chicago, 
insurance advertising and publish- 
ing company, as vice-president in 
charge of publication sales. 
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3 Name Goldblatt Agency 


Alfred L. Goldblatt, Advertising, 
Seattle, has been named to handle 
the advertising of Northwest Chair 
Co., Tacoma, Wash.; Magnuson 
Furniture Co., Seattle, and Gen- 
eral Electric Supply Corp.’s Seat- 
tle office. 


Names Deutsch & Shea 


Regal Air Corp., New York, 
has appointed Deutsch & Shea, 
New York, to handle advertising 
of Re Glo, a glass finish protector. 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 


OT 


DES MOINES Register 


DETROIT News 
and/or Free Press 
INDIANAPOLIS Star 


and/or Herald 


BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 


LOS ANGELES Times 
MILWAUKEE Journal 


NEW YORK News 


MINNEAPOLIS Tribune 


PHILADELPHIA Inquirer 
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PITTSBURGH Press 
PROVIDENCE Journal 
ST. LOUIS Post-Dispatch 
andlor Globe-Democrat 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 
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Felten Publishes Larger 
Edition of His ‘Layout’ 

Charles J. Felten, New York, 
has published a revised, enlarged 
edition of his “Layout of Advertis- 
ing and Printing,” first issued in 
1947. 

The author, whose headquarters 
are at 250 W. 57th St., has added 
28 pages of pictures and text to 
the first volume. The new 160- 
page edition, priced at $6, covers 
everything from the purpose and 
functions of layout to a concluding 
chapter on “Practicability and 


Flexibility,” and includes hundreds 
of sketches and “how-to-do” illus- 
trations. 


DuMont Adds Two in Sales 


John H. Bachem and William M. 
Koblenzer have joined the time 
and program sales department of 
the DuMont Television Network, 
New York. Mr. Bachem has been 
a Columbia Broadcasting System 
salesman for the past 11 years. Mr. 
Koblenzer formerly was director 
of the live radio and TV sales de- 
partment of Frederic W. Ziv Co. 


McDonald to ‘Coronet’ 


Henry G. McDonald has joined 
the eastern advertising staff of 
Coronet, New York. He was most 
recently associated with Moloney, 
Regan & Schmitt, New York, news- 
paper representative. 


Utility Prints New Booklet 


“An Introduction to Consoli- 
dated Edison,” a new booklet pre- 
senting background information, 
will be distributed to new stock- 
holders of Consolidated Edison Co. 


of New York, giving a compre- 
hensive account of company his- 
tory and operation, and reviewing 
factors contributing to New York 
City’s greatness. It will be revised 
periodically to keep information 
up to date. 


G-E Supply Names Lyon 


General Electric Supply Corp., 
Kansas City, Mo., has placed its 
advertising with W. D. Lyon Co., 
Cedar Rapids. Radio and newspa- 
pers will be used. Television is 


contemplated. 


|, = knuckles, plenty of money 
and the urge for a ‘quick killing,” 
may force a product on either re- 
tailers or the consuming public. 


BUT YOU KNOW it’s smarter and cheaper to sell a 
product — make it wanted by retailers and consumers, 
alike. 


And no so-called “national” medium enables you to 
sell simultaneously so many retailers and consumers as 
the Metropolitan Group of Sunday Picture Magazines. 


Here’s why. 


Unlike “national” media with home-office editing for 
far-away audiences, Metropolitan Group is a coast-to- 
coast network of locally edited Sunday newspapers. 


— at lower net selling cost. And Metro provides a 
better method. 


TIME WAS WHEN “20%” was accepted as “mer- 
chandisable” coverage —enough to make retailers sit 
up and beg. And even today, when the inadequacy of 
such coverage is widely recognized, national maga- 
zines provide less than 20% coverage in all but a hand- 
ful of the nation’s 138 metropolitan trading areas 
where two-thirds of the nation’s retail business is done. 


Metro advertisers get much more for their money. 


They get 20% or better coverage in 64 of those areas. 
Vastly more important, they get 50% or better cov- 
erage in 32 of those areas! 


FAMILY COVERAGE CURRENTLY 
AVAILABLE IN THE 138 U. S. METROPOLITAN 
TRADING AREAS 


WARP AND WOOF of the areas they serve, each 50% or better 20% or better 
paper is local in viewpoint, local in content, local in No.of % of U.S. | No.of % of U.S. 
selling impact. Each, in its own way, provides the , foes _ Bene Sate | Acces _ Raveit Sates 
toughest journalistic fibre for the economic-social-&- Metro Magazines.. 32 37.52 64 45.35 
political fabric of its audience. Needless to say, they’ re Supplement “A” .. 15 15.07 60 45.08 
tops with local merchants. Supplement “B”.. 20 19.42 42 33.25 

3 Wet Bo ieee. None 17 6.95 
Proud of their /ocal potency and eager to push back Weekly "B”...... None 1 62 
their respective horizons, these publishers long ago Weekly “C”...... None 1 5 
knitted together for national advertisers their prize Women’s “A”... .. None 4 57 
achievements of the week — their Sunday Picture Women’s “B”..... None None 
Magazines. Thus, Metro was founded in 1932. Women’s “C”..... None None 


TODAY, after 17 years of bust and boom, these color- 
ful Metro Sunday Magazines faithfully reflect the dis- 
similarity of their own particular audiences. No two 
magazines are alike — no more alike than any two 
sections of our multi-section nation. 


And with their total dissimilarity goes one pay-off 
sought by every advertiser — more readers per $ in- 
vested. Yes, these locally-slanted Metro Sunday Maga- 
zines are producing for advertisers more thorough 
readers per dollar than any leading nationally edited 
magazine. 


You know, too, that it takes more than top readership 
to spark or sustain major marketing maneuvers. 


For the Number One need of every advertiser today 
is a better method of reaching more retailers and con- 
sumers in more places where more goods can be sold 


City-wise, Metro advertisers reach 70% of the fami- 
lies in the nation’s 18 largest cities; 50% or better in 
491 principal cities—plus nearly 4,000,000 circulation 
in other prosperous cities and small-town America. 


And, to meet the marketing conditions which surely 
lie ahead, isn’t it a fact that there’s vo dealer influence 
like consumer influence? Of course the nation’s realis- 
tic retailers cooperate with Metro advertisers. They do 
so for the most compelling reason —their own profit! 


WHAT ABOUT COST? Metro Colorgravure costs $2.80 
per thousand. Color in the leading weeklies and lead- 
ing women’s magazines ranges from $3.21 to $5.30 
per thousand. And Metro monotone rates are even 
more attractive! 


Ask the nearest Metro office for additional facts and 
figures. 


Metropolitan Group 


Where 38,000,000 readers* gather every Sunday, every season, every year. 


An assured national audience for national advertisers. 


(*) All ages, all incomes, both sexes. 


CHICAGO DETROIT 
Tribune Tower New Center Building 
W Hitehall 4-2280 TRinity 2-2099 


SAN FRANCISCO 
155 Montgomery Street 
GArfield 1-7946 


LOS ANGELES 
448 South Hill Street 
Michigan 0578 


~ 


CREATIVE 
MEN 


work faster, better... 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 6i-page book by James W 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of th: 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as tle 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c each in quan- 
tities of 10 or more, 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is brow: 
ening his horizons in the advertising busines: 
As Victor O. Schwab says, *‘a book about busi 
ness which emits flash after flash of penetrat 


ing insight .. . day by day guidance. . 
pithy case-history experiences .. . usable sux 
gestiens."" . . . In all 578 diary entries mad: 


during trying times, any one of which mse 
suggest a solution to your current proliem»> 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more, 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that underli: 
the impressive success of McGraw-Hill? Her« 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. wit! 
an intreduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, etc. 
A basic book in the library of every man whe 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 or more, 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and usable 
outline ef the proved methed for (1) gettin 
new salesmen into high gear quickly, (2) de- 
veleping a uniformly good performance put 
tern. (3) making each man pay off in high 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing new. $2.00 on 10-day money-back guar- 
antee. $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 
Judging from the number ef orders for 10, 
25, and more copies of these various books, it 
is clear that they are filling an important 
need in training pregrams. We suggest you start 
with a copy of the ‘'5-Peint Technique’’ for 
each meraber of your creative staf. 


MAIL ORDER NOW 


‘ 
| Advertising Publications, Inc. | 
| 100 E. Ohio St., Chicago 11 


| Please send me books as ordered below. I 
| enclose remittance with the understanding that 

I may return books fer full refund in ten 
| days if not delighted in every way. 


.. copies, ‘'5-Point Technique | 


for Producing Ideas’’.......... B.nvcce | 
.. copies, ‘‘Diary of An Ad Man’’...$..... | 
.. copies, **Teacher of Business’’...$..... 


.. copies, *‘Successful Sales 
Dombetawyer occ cect ec ee ecsoces ae 
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Travel Monthly Set 
for Fall Publication 


New York—Monthly publica- 
tion of a new travel magazine, 
Heydays-Dias Felices, will begin 
this fall for tourists and those 
traveling on business to and from 
Latin America. Editorial policy of 
the publication will aim for closer 
cultural, tourist and business as- 
sociation between people of the 


ACRES 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 
There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, | 545 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information. 


Western Hemisphere. In make-up 
the magazine will be both an Eng- 
lish and Spanish edition in one. 

Allan M. Wilson, executive vice- 
president of the Advertising Coun- 
cil, will be general manager. Di- 
recting advertising will be Robert 
Edgell, formerly eastern manager 
of American Youth. 

Heydays, the English section, will 
concern Latin and South Amer- 
ican countries, while Dias Felices 
will be aimed at the Latin Amer- 
ican heading north, and will in- 
troduce a section treating North 
American topics in Spanish. 


Five to Watts, Payne 

Watts, Payne—Advertising, Tul- 
sa, has been named to direct the 
advertising of Grand River Dam 
Authority, Vinita, Okla., an agency 
of the State of Oklahoma; Okla- 
homa Economic Institute; Wheel 
Lifter Co.; Bliss Hotel and Wales 
Trucking Co. 


Nestle’s Names Bell 
G. E. Bell has been appointed 
sales manager of Nestle’s Milk 


Products (Canada) Ltd., Toronto. 


Arnold Named Eagle-Lion 
Advertising Manager 


Jonas Arnold, formerly assistant 
advertising manager, has been pro- 
moted to advertising manager of 
Eagle-Lion Films, New York. 

Mr. Arnold joined the company 
in 1947, and previously was press 
book editor for Paramount Pic- 
tures, director of national exploita- 
tion for the March of Dimes, and 
managing editor of Showmen’s 
Trade Review. 


Appoint Goerl Agency 


S. R. T. Television Studios and 
the School of Radio Technique, 
with branches in New York, Chi- 
cago and Hollywood, have placed 
their advertising with Stephen 
Goerl Associates, New York. 
Newspapers, magazines, trade pub- 
lications and direct mail will be 
used. 


Sommertield Opens Agency 

Alvan B. Sommerfield, former 
promotion manager of Collier’s 
and more recently with the Joseph 
Katz Co., has opened his own ad- 
vertising agency at 517 N. Charles 
St., Baltimore. 


Advertising in the Test 


Stage 


Peoria, Chicago 
and New York Used 
in Isotome Tests 


Cuicaco—Midwest International 
Products Co. has been testing its 
new Isotome method for eliminat- 
ing wrinkles, crowsfeet, blackheads 
and oily skin for the past several 
weeks in Peoria, New York and 
Chicago. 

In Peoria, the company is using 
1,200-line newspaper copy and co- 
operative radio spots through drug 
and department stores; in New 
York and Chicago it is testing mail 
order copy. 

The product, described as “not 
a cream, not a mask, not a plaster, 
not a drug, not a gadget,” is ap- 
plied to the skin and “activates 
the area vital to skin beauty.” Iso- 
tome formerly was marketed as 
a facial preparation. 

Tests will continue for another 
two months before final decision 


Represented by 
O'MARA & ORWSBEE ” 
| Mew York - Detroit - Chicage 3 
Les Angetes - San Francises : 


TOTAL LINEAGE. . . 
RETAIL. 
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CLASSIFIED... . 
NATIONAL... 
RETAIL FOOD .. 
RETAIL DRUG .. 
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THE TIMES LEADS IN CIRCULATION BY ( 


In Seattle 


1948 —The TIMES 
lead 2nd paper by... . 


2,110,845 lines 
1,610,414 lines 
712,486 lines 
355,825 lines 
145,845 lines 
382,556 lines 

61,308 lines 


. 41,367 copies 


. 43,560 copies 
. 20,790 copies 


iT! 


Please forgive the statistics, but they show better than words 
or pictures what's happening, advertising-wise, in Seattle. Study 
these LEADERSHIP figures. It will pay you dividends. They show 
that more and more advertisers are using The TIMES exclu- 
sively—using the “ONE DOES IT” formula to sell Seattle! It can’t 
miss— because The TIMES reaches 8 out of 10 Seattle homes—by 
all odds the most powerful medium in big and growing Seattle. 


MEDIA RECORDS REPORT ON 
THE TIMES’ ADVERTISING LEAD 


OVER 2nd PAPER 


(Daily and Sunday, ist 6 Months) 


f 


1948 —The TIMES 
lead 2nd paper by 


3,666,569 lines 
2,859,968 lines 
1,521,780 lines 
619,326 lines 
194,066 lines 
408,662 lines 
100,2 16 lines 


Dally ABC ) 


49,562 copies 


56,420 copies 
33,714 copies 


aes eee ote iar Wee geile 


EATTLE 


on the details of a projected f:|| 
campaign are decided. 

Tim Morrow Advertising, Cri- 
cago, handles the account. 


WERK TESTS DISHO,. 
DETERGENT CLEANSER 


CINCINNATI—The M. Werk Co. 
here is testing Disho, its new detev- 
gent cleanser designed especial\y 
for dish washing, in the Dayton, ©., 
market, and plans to introduce the 
product in other cities within about 
300 miles of the plant. 

Newspaper copy is being used to 
tell how the detergent cuts dish 
washing time in half by eliminat- 
ing the necessity for wiping dishes, 
silver and glassware after wash- 
ing. 

As an added inducement, the 
company is offering an extra box 
of the product for five cents, with 
purchase of the first box. 

The 117-year-old Werk company 
for many years has been marketing 
Werxo and Tag soaps in its mar- 


ket, promoting them through 
throwaways, newspapers and a 
radio show. 


Ralph H. Jones Co. has the ac- 
count. 


BOWMAN TV TALENT 
SHOW PULLS WELL 


PHILADELPHIA—A television ex- 
periment to sell bubble gum has 
given Bowman Gum, Inc., a basis 
for a national show in the fall. 

Bowman’s “Laugh, Grin and 
Giggle,” half-hour Monday child 
talent show, will end its 13-week 
run on WCAU-TV, Aug. 15, but 
the company will probably revise 
it a bit and expand it to other 
cities in the fall. A sales increase 
was noted in this area, some of it 
directly attributable to the TV 
show. Straight commercials have 
been used. 

Al Paul Lefton Co. is the agency. 


CAR CARDS TESTED 


CLEVELAND—Perfection Stove 
Co., Cleveland, is testing car cards 
in this city as part of a local 
promotion of its Superfex furnaces 

The company is engaged in a 
four-week test, and dealers have 
signed to use the medium for 
various periods up to three months 
The cards tie in with installation 
signs in front of buildings whose 
owners have purchased a furnace 

McCann-Erickson handles the 
account. 


Book on 100 Best Retail 
Ads Issued by NRDGA 


“One Hundred Best Retail Ada- 
vertisements,” designed to serve 
as a guide to merchants, manu- 
facturers, newspapers and their 
advertising and sales promotion 
personnel, has been released b) 
the National Retail Dry Goods As- 
sociation. Advertisements repro- 
duced in the 128-page, 6x9” spira!- 
bound book were compiled by 
Howard P. Abrahams, manager of 
the association’s sales promotion 
division. 

A special feature is a chapter on 
“How to Evaluate Your Advertis- 
ing,” by Evan Leslie Ellis, sales 
promotion and publicity director 


All winning ads in the nationwic e 
contest judged earlier this ye:r 
at the association’s annual conver - 
tion are reproduced with editori:! 
comment. 


McCormick to Muller & Phipys 


Muller & Phipps Ltd., New Yor, 
export representative, has a}- 
pointed William N. McCormic< 
sales promotion manager, wi'h 
headquarters in New York. Fe 
was formerly regionai sales ard 
advertising director for Sydncy 
Ross Co., Sao Paulo, Brazil. 


Lathrop Forms Own Agency 
Tom Lathrop, formerly region |! 
sales representative of Static 
WNAX, Sioux City-Yankton, hi 
resigned to establish his own ac 


vertising agency in Sioux City. 


of Crowley, Milner & Co., Detroit. ) 
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Along the Media Path 


e The October issue of True Story 
will carry a 17-page “complete 
home beauty plan” section with a 
ten-point plan to help all women 
become more attractive with self- 
care, at home. A big drug chain 
merchandising tie-up with the 
feature is planned, with one lead- 
ing chain in each city offered an 
exclusive tie-up franchise. Each 
chain will feature the “home 
heauty plan” in a cosmetic win- 
dow display, beginning about Sept. 
9, the on-sale date of the issue, 
and in addition will probably use 
blow-ups of the magazine’s cover, 
and provide other tie-ins. True 
Story, in turn, will distribute 25,- 
000 newsstand posters featuring 
the section, as well as truck ban- 
ners, radio tie-ups, house ads, etc. 


Chains cooperating in’ various 
areas include Whelan, Liggett, 
Marshall, Cunningham, Snyder, 


Madding, Katz & Bestoff, Skillern’s 
and Veazey’s. 


e Getting pictures back to the 
plant is a serious problem in the 
sprawling Los Angeles area. The 
Los Angeles Daily News has moved 
a long step toward a solution with 
the development of a mobile photo 
unit, custom built to the plans of 
Daily News picture staff men. The 
unit is a half-ton Chevrolet truck, 


FAST—Interior of the new mobile picture 
unit of Los Angeles Daily News, showing 
picture being transmitted by “magic wire.’ 


with a platform mounted on top, 
and equipped with radio-telephone, 
darkroom and telephoto transmit- 
ting equipment. 

Carrying three people—a _ re- 
porter, photographer and labora- 
tory technician—the unit can be 
dispatched by radio telephone and 
the story transmitted to the news 
desk in the same way. Photographs 
are developed and transmitted on 
the Acme standard transmitter, al- 
lowing the whole process, from 
photo-taking to arrival at the 
newspaper, to be completed in 16 
minutes. 


e Add bright pictures: House 
Beautiful’s August issue, devoted 
to music in the home, carries ads 
of 31 manufacturers and retailers 
of musical merchandise and is up 
27.5% in advertising volume. And 
the Philadelphia Inquirer set a 
new high of 17,016,952 lines of ad- 
vertising during the first six 
months. This is more than the to- 
tal linage carried by the Inquirer 
in the full year of 1940. 


« One hundred years of progress 

ill be marked in a centennial 
edition of the Rural New Yorker to 
be published Jan. 7, 1950. Agri- 
cultural improvements in the past 
century will be reviewed in detail. 


e WMGM, New York, has pub- 
shed a new coverage map in 
hich it claims a gain of 1,000,000 
reulation in its primary listen- 
ig area, compared wth 1947. The 
iap indicates the station gives 
sliable day and night service from 
\lassachusetts to Pennsylvania. 


* KDAL, Duluth CBS affiliate, is 
unning a “bright stars’ cam- 
vaign, featuring station personali- 
ies on “posterettes” throughout 
ts primary area. Currently fea- 
ured is Bill Krueger, head of the 


newsroom, whose caricature ap- 
pears on 54 panels in 22 cities. 
The ‘“posterettes” are slightly 
smaller than 24-sheet poster size, 
carry “day-glo” paint and a brief 
message. 


JWT Gets Surf in Canada 


Lever Bros., Cambridge, Mass., 
has appointed J. Walter Thomp- 
son Co., New York, to handle ad- 
vertising of Surf, synthetic deter- 
gent, in Canada. N. W. Ayer & 
Son, New York, recently acquired 
Surf advertising in this country. 


Goodstein Names Bach 


Goodstein Bros., New York, 
manufacturer of topcoats and over- 
coats for men, has retained Henry 
Bach Associates, New York, to 
handle trade and consumer adver- 
tising. Newspapers, national mag- 
azines and direct mail will be used. 


Shortest distance to a sale... 


It would be wonderful, wouldn’t it, if 
you could be at every prospect’s elbow 
just after he finished reading your ad. 
Then you could direct him quickly to 
one of your dealers. 

Well, the ‘yellow pages’ of the tele- 
phone directory can do that job for 
you. They’re handy to every telephone 
.-.in homes, offices and stores. 

Let’s suppose you are using *Trade 
Mark Service in the ‘yellow pages.’ 
You can say in your newspaper and 


magazine advertising that your local 
dealers are listed in the ‘yellow pages’ 
of telephone directories. Then all your 
prospect has to do is reach for his 
telephone book. 

The ‘yellow pages’ tell him who 
sells your product... make it easier 
for him to buy... help shorten the 
distance to a sale. 

For more information, call your local 
telephone business office or see the 
latest issue of Standard Rate & Data. 


*Trade Mark Service means your brand 
name or trade-mark displayed over a 
list of your authorized dealers’ names 
and addresses in the ‘yellow pages.’ 
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Sweet Joins Keith Paper 


James H. Sweet has resigned as 
vice-president in charge of sales 
and advertising of American Writ- 
ing Paper Corp., Holyoke, Mass., 
to become vice-president and man- 
ager of Keith Paper Co., Turners 
Falls, Mass. John G. McNaught 
succeeds Mr. Sweet as general 
sales manager in charge of sales 
and advertising at American Writ- 
ing Paper. 


Transport Admen 
to Offer Package 
Coverage of U.S. 


Cuicaco—Mutual Transportation 
Advertising, a new organization 
offering advertisers and agencies 
more data on transportation adver- 
tising and a package deal for the 


MOISTURELESS, SELF- 


- As the pioneer in 


pressure-sensitive adhesives for point-of-sale 
__ advertising, KLEEN-STIK offers you the last word in wratection, : 


fees! mun a 


- DIFFERENT 


ao aneee” 


~ KLEENSTIR © 


STICKING ADHESIVE 


i Balen: & 


'.. actually advertising insurance, because KLEEN-STIK gets 
up and keeps it up! KLEEN-STIK'S patented strips or spots 
are more effective, more ‘prodtical than oe — 


techniques. — 


4s 7 io 


Z WRITE TODAY FOR FREE SAMPLES AND IDEAS 
KLEEN-STIK. PRODUCTS, a : 


sc S. Indiana Ave. | 


purchase of such advertising in 
markets across the country, has 
been formed here. 

MTA is being incorporated by 
six transportation advertising con- 
cerns, including Mitchell, McCand- 
less & Klaus, Cleveland; Milwaukee 
Transportation Advertising; Mur- 
ray & Malone Co., Minneapolis, St. 
Paul and Duluth; Harry Reid Jr., 
Indianapolis; American Transpor- 
tation Advertising Co., Indianapo- 
lis, and Loomis Advertising Co., 
St. Louis, Kansas City, Philadel- 
phia and Omaha. 

The MTA group has established 
offices in New York, Chicago and 
San Francisco for agency service, 
and will be represented in other 
cities on a reciprocal basis by the 
members with offices in those 
cities. 

Officers of the group are Wesley 
H. Loomis III, president; John Mit- 
chell, Cleveland, vice-president; 
Frank Malone, Minneapolis, secre- 
tary, and Eldridge King, Kansas 
City, treasurer. 

The New York office of MTA is 
located at 489 Fifth Ave. 


Returns to Hanson Agency 


Western Dealer Associates, a 
group of six stamp dealers, has 
appointed Hanson Advertising 
Agency, Santa Ana, Cal., to handle 
its advertising. Ads are appearing 
in The American Weekly, Mechan- 
ix Illustrated, Open Road for 
Boys, Popular Science and comic 
books. Before the war the account 
was handled by the Hanson agency 
and during the war by Behel & 
Waldie & Briggs, Chicago. 


Appoints Doyne Agency 


Doyne Advertising Agency, 
Nashville, has been named to di- 
rect the tourist and industrial ad- 
vertising of the State of Tennessee. 
Metropolitan newspapers and gen- 
eral magazines will be used. The 
advertising budget has been in- 
creased to $200,000. 


Jackson Joins Kaufman 


Robert E. Jackson has joined 
Kaufman & Associates, Chicago, 
as an account executive. He was 
formerly general sales manager of 
Harlich Mfg. Co. and worked on 
merchandising and marketing for 
new business at Ruthrauff & Ryan. 


Henderson Names Brownell 


J. L. Brownell, formerly adver- 
tising and sales manager of Re- 
public Truck Co., has been ap- 
pointed general manager of Jim 
Henderson Advertising Agency, 
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Teleradio Mans Corner 


Let us ponder on the “Tales of Fatima,” which is on CBS 
Saturday nights, sponsored by the cigaret which was our 
favorite behind the barns of yesteryear. No derivation from 
Scheherezade despite its Turkish sounding title, the shows are 
murder mysteries starring Basil Rathbone. We’ve heard some 
four in all, and in proof of a conviction that they are in- 
fectiously mediocre in scripting, editing and directing, we 
pledge the synopsis of one of the more recent. This was the 
story: 

Basil Rathbone, playing an actor named Basil Rathbone, 
was about to open in a new play on Broadway. His valet 
had stupidly failed to get back from the dry cleaner the one 
suit which, by theatrical superstition, he must wear every 
opening night. Rathbone and the valet scamper after the 
missing garment, discover the dry cleaner has given it in 
error—one of a great many involved in this enterprise—to 
a man about to sail for South America. 


Now to the dock. There a tough sidles up to Rathbone and 
snarls, “Don’t go aboard that ship!” Knowing what would 
happen to his opening night without the suit-of-good-omen, 
Rathbone defies the tough. 

Aboard the vessel Rathbone finds a number of corpses, a 
crazy captain and a certain amount of mystification. We re- 
frain from using the word “mystery,” because you could see 
this thing a mile off. It was a black market transaction, and 
one of the dullest. An almost total avoidance of suspense 
through undue emphasis upon Rathbone to save the show 
with readings of given lines which, not being witty to start 
with, and having no situational support, made the hero seem 
a perfect ass. 

Unless Rathbone selected, or okayed, the script, he can be 
excused. That was the real crime. The crime is proportion- 
ate to the price Fatima is paying, scale or over-scale, for 
writing. 

The quality of the writing, and the directing (as it trans- 
lates into performance) can make or wreck the whole Fa- 
tima sales plan, wherein Rathbone has the same relationshi 
to the copy platform as Irene Rich had a decade ago o 
Welch’s Grape Juice. 


LLL Peres 


ere 


Export Admen Elect 
Daniel C. Kaufherr, Irwin Vlad- 


50,000 Rabbit Feet 


Greenville, S. C. 


imir & Co., New York, has been 
elected president of the Associa- 
tion of Export Advertising Agen- 
cies. Other officers elected are: 
Joseph W. Madden, National Ex- 
port Advertising Service, vice- 
president, and Joseph L. Palmer, 
Foreign Advertising and Service 
Bureau, secretary-treasurer. 


Arnsdor!f Named Ad Manager 

Marvin T. Arnsdorff Jr., man- 
ager of general advertising, has 
been appointed advertising man- 
ager of Southern States Iron Roof- 
ing Co., Savannah, Ga., metal 
roofing fabricator and southern 
distributor of building products. 
He succeeds E. C. Boyce, who has 
resigned. 


DOES She READ 


YOUR ADVERTISEMENT ? 


Pilar lives in Ilocos Norte and speaks Ilocano, 
@ Philippine dialect. Her favorite weekly 
is BANNAWAG which is printed in her 
own language. 


If your advertisement appears in BANNA- 
WAG you cover the potential Ilocano re- 
gion in Northern Luzon—a very vital Phil- 
ippine market for American goods. It is 
composed of 13 provinces including the 
summer capital of the Philippines; Baguio 
City. 

But do not overlook other Philippine markets 
where different dialects are spoken. BAN- 
NAWAG is only one of nine RAMON 
ROCES publications among which are the 
EVENING NEWS, leading afternoon news- 
paper,and the LIWAYWAY, leading Ta- 


Ramow Roces Posucarions. 


MANILA * PHILIPPINES 


galog weekly. The others are printed in 
native dialects. Together they make up 
the only group to reach effectively Filipino 
buyers from the northernmost part of Lu- 
zon down to Mindanao. The RAMON RO- 
CES Group covers them all by dialect sec- 
tors and buying groups with a readership 
of over 2,000,000. 


Issue one space contract, supply English mats 
or cuts and your advertising will appear in 
the leading English evening paper and the 
dialects in all important Philippine markets. 


Consult your advertising agency or write for 


further details to our United States Repre- 
sentative: ALBERT CAPOTOSTO, 270 
Park Avenue, New York City, Murray 
Hill 8-4777. 


The Evening News ¢ The Evening News Soherdas MAGATINE 


LIWAYWAY-Bannawage Sisaya 


- HILIGAYNON*KISLAP 


PARUPARO *AdecncKOMIKS 


Add Luck to Sales 
of Wilken Family 


NEw YorK—Fifty thousand rab- 


bit feet have just arrived here 


by American Airlines airfreight 
for Schenley Distillers to be used 
in sales promotion for Wilken 
Family whisky. 

A rabbit’s foot with a ferule and 
key chain will be attached to each 
bottle sold. This promotion is a 
revival of an old stunt used by 
Wilken before the war. 

The consignment of California 
rabbit feet was sterilized in Los 
Angeles, and flown in 18 sacks to 
the Charles Brand Novelty Corp 
here to be mothproofed and put 
on key chains for Schenley. 

California rabbit farms supplied 
the 12,500 rabbits’ paws. 


Travel to Britain Gains 

More U.S. vacationists will be 
Britain-bound during late summer 
and fall this year than ever be- 
fore, according to a survey by the 
British Travel Association, New 
York. An increase from 30 to 40% 
over last year is predicted. Pop- 
ularity of late season trips, the 
survey shows, is a continuation o 
a postwar trend. 


‘Year’ Names Good, Frank 

Walter L. Good, formerly Pa- 
cific Coast representative of Den 
nison Foods, San Francisco, ha 
been appointed sales manager o 
Year, Inc., Los Angeles, whic! 
will issue the second annual edi 
tion, Year 1949, Nov. 1. Henry B 
Frank has been named sales pro 
motion manager of Year. 


Promotes Bennett and Oman 
Walter V. Bennett has bee! 
transferred to the Washington of 
fice of U.S. News & World Repor! 
where he will be regional sale 
manager for the South. Howar: 
W. Oman, in the Philadelphia of 
fice, has been named regional sale 
manager in the Philadelphia are< 


Wood Moves Offices 

A. J. Wood & Co., Philadelphia 
market research, has moved it: 
offices from 121 S. Broad St. to 
1518 Walnut St. 
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WOR Comes Up 
with Auto Radio 
and Bread Data 


New YorK—Station WOR here 
has reported on two surveys it 
ponsored, one on the number of 
eople listening to radio in their 
eutos here and the other on 
changes in bread buying as a re- 
sult of a long bakery strike. 

The first report indicates that 
the potential “radio audience on 
wheels” in metropolitan New York 
is greater than the population of 
Baltimore, Boston, Cleveland or St. 
Louis. From 7 to 9 a.m. it num- 
bers 1,064,800 persons; from 5 to 
7 p.m., 1,107,000 persons. 

Actual automobile listeners to 
broadcasts during these periods 
range from 162,000 to 337,000 per 
quarter-hour. 

Robert Hoffman, WOR research 
director, emphasized these facts 
in making public the results of a 
survey of radio listening in cars 
made by Pulse, Inc., for the sta- 
tion. 

Pointing out that researchers 
have neglected this segment of the 
radio audience in the past, Mr. 
Hoffman said the study was de- 
signed “to measure the extent of 
more or less habitual automobile 
listening in New York.” 


s Other findings: 

Approximately 72.8% of all pas- 
senger cars in the area—1,494,- 
000—have radios and almost 40% 
of these were on the road some 
time in the hours surveyed. 

Most of this “audience on 
wheels” is masculine—78% in the 
morning and 74% at night. 

Level of listening ranged from 
61% to 115% above comparable 
Hooper figures for sets-in-use in 
telephone homes in New York. 

Listenership reaches its peak 
when news programs dominate the 
airwaves. 

Mr. Hoffman also reported that 
WOR is the most-listened to nei- 
work station for the automobile 
commuters. 


s New Yorkers continued to pre- 
fer white bread during the recent 
four-month bakery strike here, 
but they tried a large number of 
“new” brands, WOR’s second 
survey shows. 

Some 75.3% of homes in the city 
had white bread on hand from 
Feb. 10-26, immediately preceding 
the labor shutdown. On July 6-7, 
just before the strike ended, 72.4% 
of the homes surveyed had white 
bread on hand. 

Dominating the white bread 
market in February, WOR found, 

ere Bond, Tip Top, Taystee, Sil- 
vercup and Wonder. Of these, only 
Silvercup was available during the 

rike; by early July this brand 
as the leader. Brands that made 

»preciable gains during the strike 

ere Arnold, A&P Marvel, Dugan 

id Fisher. Many other brands, 

hich didn’t show up at all in) 
'ebruary, had made a toehold in| 

e market by July. 


t “We made the survey because 
e are interested in changes tak- 
i g place in the New York mar- 
‘t and because food is the larg- 
‘.t classification of products ad- 
‘rtised on WOR,” R. C. Maddux, 
ce-president in charge of sales 
r the station, said. 
“We think the results ought to 
2 interesting and helpful not only 
) the major producers, who have 
me new competition, but also 
) the small bakers whose products 
ave enjoyed wider sampling dur- 
ig the strike.” 
WOR’s figures were based on 
-ulse studies. The February study 


vas made for the Joseph Jacobs 
Jrganization. 


Yoell Joins Cohen Agency 


William A. Yoell has joined 
Harry B. Cohen Advertising Co., 
New York, as director of research 
and marketing. He has headed 
William A. Yoell, Inc., New York, 
for three years, and has been with 
Batten, Barton, Durstine & Os- 
born, Young & Rubicam, and 
Hearst Publications in executive 
research capacities. 


To Hearst Advertising 


John R. Mutti, formerly man- 
ager of the research and market- 
ing department, Chicago Herald- 
American, has joined the Chicago 
office of Hearst Advertising Serv- 
ice. Arthur Leu has succeeded Mr. 
Mutti as head of the Herald- 
American’s research department. 


Retains Shaw-Shon Agency 


Dicta-Write, New York, has re- 
tained Shaw-Shon, Inc., New York, 
to place advertising in college and 
general magazines, newspapers and 
direct mail to introduce a new 
shorthand method. Promotion 
plans call for testing copy and 
layout appeals with split runs, but 
media schedules have not been 
completed. 


FC&B Opens Canadian Office 


Foote, Cone & Belding Interna- 
tional Corp. has opened a Cana- 
dian office in the Dominion Square 
building, Montreal. Vincent Tutch- 
ing is Canadian manager. The 
chief account of the new office 
is the Swiss Federation of Watch 


Let us put our diversified facilities to work for you. 


We are creators and manufacturers of eye-arresting displays in 
plastic, wood, metal, wire, tubing, glass, masonite, cardboard— 
we reproduce your copy by litho, screen or letterpress—and we 
combine any of them to produce unusual or seemingly ‘‘screw-ball”’ 
advertising display. 

GOT SOMETHING IN MIND? Let us assist in solving your 
problem. 


Manufacturers. 


Look where the New Homes are... 


in San 


Francisco’s “BEST CIRCLES” 


Trend to the suburbs and 
to The Chronicle: 9 of 10 newly-built family 


Trading Zone draws 
NEW PLANT Money too 


Better than 8 of every $10 spent in this market 
for new manufacturing facilities (new plants 
and plant expansions) are in the 8-County trad- 
ing zone surrounding San Francisco (Bay Area 


Council research). 


Manufacturing payrolls (shown by Social 
Security records) are 57.4% in the trading zone 
area — 42.6% inside San Francisco. 


Yes, buying power really peaks up in our trad- 
ing zone. So try considering the San Francisco 
market as NOT like Baltimore — MORE like 
Pittsburgh. Why settle for just city coverage 
...or anything less than The Chronicle offers? 


dwellings are in our Trading Zone 


The family in a brand-new home represents selling opportunity. 
So it’s helpful to know where the new settlers are...and how your 
message might best reach °em. Bay Area Council research shows 
new dwellings connected with utilities are located 89.9% in the 
8-County trading zone part of San Francisco’s 9-County market. 
The Chronicle is part of this story because of its trading zone 
coverage. Trading zone strength plus a top-caliber city circulation 


qualify The Chronicle to head your San Francisco list! 


eked. de 5 Ta Hele 4 SS an Jem’ ae ey oer sabe ees ae. iy is ae so Cs pace: me fe ‘i ei aaa it, ie 4 ae oe VFL. See haat wes, et ass 
ee Ae et ee ta sf sé he te bs SO ie 2 ; atte 4 Be ies AT Sees. Re Sa picts pe 
ae. a ae ee at Hy ROM i ena Cy ea py ee, gia Bess mejor : a ee oe a ee ee pe ay a 
ae ee. ee eis: yaa ks as Sia oe i ea a salar) os ‘Ss a oe re = ie ee : sy rs : sili a ee ae Bian Sa Saale ye et : a) si 2 
oh a ace i ac il ae 2 ee Ge me py a ea eee ae ee es ore By Seer es eater they epee: 
ape ieath eee Se eee he So Er ee a ee a ee ee ee Seas ee ee ee “a ae ere |. caer, ae e. ieee 
- . , ° " z . ‘Y = ‘ mie : - — He ee air, Pe ee ee ge aan —_——e saa 7 ae ie. ang 4 a 3 Bee aki 
a ee 39 
==, ee | 
ead l=... ee ee LL OP ee ee “ 
| a > - f 
m RE W- B A 4 
| i \ P.0.P La) 
“BS eat : s € * ar 
our DISPLAYS || | 
g 
are ee Me 
ome ee = 
in- “Ge pe | 
we PS ee | « ) 
the ee fe 
one, < i” 
one | PHELPS MFG, CO., TERRE HAUTE, IND. au TesTeD / 
the | | 
t in LS OP SE OT a aE See ee: ea ee ee 
—=Q 
and 
yuld 
nen, 
S, a ee 
re- a RR 
and 
2nse 
how 
tart 
eem | 
1 be | “ie 
ion- y™ pre — ve 
for eS, — : , 
| = aa 
rea \ eee 
5 7 : j igs ‘ ae = 5 oh t 4 5 , or. 
" - — , i Re eR 0 " eas Tae ce a ‘ 
| . re : 4 bneher m1 ye} . 
. ‘ j «a _—: 4 
2S | 4 Ys 64 - 
ly | et < \ san ; Mi, 209Mi. 3OEMi 40BMi. S0lm. | 
| oe , . ape: Se : : 
ae ae i 
OMe: oF A tS ‘\ \ ‘ ; ; 
° By Pe ae ays: ‘i _— s ¢ “7 i 1“ F ied - 
ee m Burlingame shows i 
cet i le ea pth j \ ” , : 
eh \ ‘y — er: fi ‘ mT ae 
4 wee 2 9 afd” 
4% ata a pepe V ei 
4 “4 4 , We os 5 em ee : 
Cc | KG i as « eee “sake San Jose &g 
t or i AB “ eee ee 
and ms e é e re SF, | 
ry. ae | | 
— ae 8 | 
i ae | 
get is : ee 
- a4 | ee 
— ‘ j3 ' | 
iE et LE ee | 
' 3 y 
at f | ! 
Se A 4 5 \ | 
i er a 
5 | = =e | 
=r 
7 
ee 
PS : 
° . 
San Franciscc q icie | 
| DEWIVERS Pager Gomes COVERAGE 
IN| TRADING \ZONE€“AND CJiTY/TO | 
| 
WYP FERGUS » WARK ERACO., National Representatives 
~. Wigw York- wcago « DetgAt - Atighta - San Francisco ~ Los Angeles 
' 
| 
ing Rie eK J Peeps a Bh ee e he EE OY oe Mee oh ate Bae eer ots i) oe sare Oe iiss eet ‘ eg Se Se et aks ot wane C ba Siac Ni Be 4 Spe eg tel pO oTe: ia gs oe ¥ . Petr gas oats Aer e Ceh eats AS Ar oe Ge ds ak 1 e 
saa =: a ik a la Rh hi tk Rg lhe eee a tte Shag eat 


NYU Plans 12-City 
Study of Displays 


New YorK—A nation-wide study 
to determine the pulling power of 
window and interior displays in 
department stores will be under- 
taken this month by the New York 
University School of Retailing. The 
study is being sponsored by the 
National Association of Display In- 
dustries, and will be directed by 


I'M IN THE MARKET! 


| have an agency in Chicago that is 


neither large nor small. | find my over- 
head eating into my profits in too great 
a degree. 


| have no preconceived ideas but | 
own 100% of my company and | would 
like to increase my profits. 

It might be a merger with another 
agency that would do the trick — it 
might be the addition of a.man or men 
on a mutually profitable basis. Frankly, 
| don't know, but if you have any sug- 
gestions, write in confidence to Box 
7421, ADVERTISING AGE, 100 E. Ohio 
St., Chicago 11, Il. 


Howard M. Cowee, a member of 
the faculty of the School of Re- 
tailing. 

Field work, it is said, will begin 
Aug. 15 and is expected to be com- 
pleted by Nov. 1. Results will be 
announced at the December meet- 
ing of the National Association of 
Display Industries here. 


2 “To obtain a representative sam- 
pling of the country,” Mr. Cowee 
said, “studies will be made at de- 
partment stores in each of the 12 
Federal Reserve districts. Cities 
to be covered are Boston, New 
York, Philadelphia, Cleveland, 
Richmond, Atlanta, Chicago, St. 
Louis, Minneapolis, Kansas City, 
Dallas and San Francisco.” 

The research program, accord- 
ing to Albert Bliss, president of 
the Bliss Display Corp., and chair- 
man of the research committee of 
the display association, will be 
based on the pilot study conducted 
in Troy, N. Ys last year by Mr. 
Cowee, and will cover all phases 
of display. It will measure side- 
walk circulation in an effort jo 


determine the average number of 
pedestrians who look at a win- 
dow, and it also will cover interior 
sales displays. 


Locke Enlarges Ad Staff 


Locke Stove Co., Kansas City, 
has promoted Murrel Crump, for- 
merly advertising manager, to 
manager of public relations. James 
E. Baker, formerly advertising 
manager of the Coal Heating Serv- | 
ice division, National Coal Associa- 


tion, Washington, has been ap- 
pointed advertising manager for) 
Locke. Locke has enlarged its line 
to include both oil and gas fired 
heaters, and a magazine feed coal 
furnace. 


Betty Green Joins Ziv 

Mrs. Betty Green, fashion edi- 
tor of Parents’ Magazine for 12) 
years, has been named merchan- 
dising specialist and director of 
women’s programs of the Frederic 
W. Ziv Co., New York. Featured on 


the Ziv show, “Calling All Girls) 
Club of the Air,” for several years, | 
she will specialize in the creation 
of new programs, including those | 
suitable for television. 


Experts to Tell 
Direct Mail Men 


New Sales Facts 


New YorK—‘How to beat the 
squeeze with direct advertising” 
will be the theme of the 32nd an- 
nual conference of the Direct Mail 
Advertising Association, Sept. 21 
to 23 inclusive, at the Congress 


| Hotel, Chicago. 


Keynote speaker at the opening 
luncheon session will be Robert W. 
Jackson, president of Alden’s, Inc., 
Chicago. Presentation of new sales 
facts is expected to feature all 
convention sessions. 

Announcement and awarding of 
certificates to winners of the 1949 
Best of Industry contest will be 
made by Herb Buhrow, manager, 
mail sales department, McGraw- 
Hill Book Co., New York. Marshall 


| Adams, advertising and sales pro- 


SOLID 


These advertisin g guys ! Can’t get their 
minds off business... even on a vacation 


CINCINNATI 
READS THE 
CINCINNATI 
ENQUIRER 


yp 


The Enquirer's comics are now handled exclusively 
by Moloney, Regan & Schmitt. Advertisers will 
continue to receive the identical rotes previously 
accorded through the Metropolitan Group. 


YOU MAY ALSO HAVE GOTTEN WIND THAT: 


e The Cincinnati Enquirer has the largest circulation of any 


Cincinnati newspaper, daily and Sunday. 
e The Cincinnati Enquirer has the lowest milline rate in 
Cincinnati. 


e The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 


Advertising Age, August 8, 1949 


motion manager, Mullins Mf: 
Corp., Warren, O., will also spea); 
at the opening session. 

A panel session Sept. 22 will be 
presided over by Lawrence Chait 
of the Wall Street Journal, New 
York. Speakers on the panel wi | 
include Robert Gray, general man - 
ager, Esso-Standard Oil Co., New 
York; Howard P. Abrahams, sales 
promotion manager, National Re- 
tail Dry Goods Association, New 
York; John T. McKenzie, adver- 
tising manager, Standard & Poors 
Corp., New York; and Francis 
DeW. Pratt, Time, New York. 

Speakers at the afternoon ses- 
sion Sept. 22 will include Charles 
Morris, Rheingold-Gould Paper Co., 
New York, who will discuss letter 
writing; E. E. Peterson, research 
and marketing division, Forbes 
Lithograph Mfg. Co., Boston, talk- 
ing on point of sale; Irving Rob- 
bins of Robbins & Barber, New 
York, on public relations and pub- 
licity; W. A. Marsteller, vice-pres- 
ident, Edward Valves, East Chi- 
cago, Ind., on industrial direct mail, 
and Prof. Robert Harper of the 
School of Commerce, New York 
University, on mail orders. Other 
speakers, still to be announced, 
will speak on retailing, fund rais- 
ing and other subjects. 


s At the morning session Sept. 23, 
Leonard Raymond, president, Dick- 
ie-Raymond, Boston, will discuss 
research and direct mail; Irvin 
Graham, author of “How to Sell 
by Mail” and account executive 
of Reimers & Roberts, New York, 
will talk on newspaper and maga- 
zine coupon advertising; David 
Lasley, National Broadcasting Co., 
Chicago, will speak on radio and 
television; Arthur Chadwick, pres- 
ident, Chadwick-Latz, London, 
England, and past president of the 
British Direct Mail Advertising As- 
sociation, will discuss conditions 
in England. 

Guest speaker at the official 
luncheon will be Thomas Beck, 
chairman of the board of Crowelii- 
Collier Publishing Co., New Yorx 

The final session will be devoted 
to technical discussions. Edward N 
Mayer Jr., president of James 
Gray, Inc., New York, will pre- 
sent the latest information on 
printing processes and lettershop 
economies. Willard Fox, Reming- 
ton Rand, Inc., New York, wil! 
talk on improved office procedures 
J. M. Tillotson of Modern Hand- 
craft, Inc., Kansas City, Mo., will 
speak on list use and maintenance 


15 Named Advisers 
of Maintenance Show 


An advisory board of 15 indus- 
trialists and editors has been ap- 
pointed for the first Plant Main- 
tenance Show to be held Jan. 16- 
19 in the Cleveland Auditorium 
L. C. Morrow, editor of Factor, 
Management and Maintenance, 
New York, will serve as genera! 
chairman of the advisory board as 
well as of the four-day conference 
on plant methods, which will be 
held concurrently with the show 


Other board members are: 

B: E. Boyd, Owens-Corning Fiberglas 
Corp., Toledo; W. F. Brannan, Ancho 
Post Products, Baltimore; S. W. Corbin 
General Electric Co., Schenectady; L. P 
Hanson, U.S. Air Conditioning Corp 
Minneapolis; Carl C. Harrington, Mili 
and Factory, New York; J. R. Hertzle 
York Corp., York, Pa.; Orville C. Ho: 
nander, G. H. Tennant Co., Minneapolis 
M. Stewart Ireys, Carborundum Co 
Niagara Falls, N. Y.; John F. Kidde 
Walter Kidde & Co., Belleville, N. J 
J. A. Meacham, Sherwin-Williams Co 
Cleveland; D. C. Miner, E. F. Houghto: 
& Co., Philadelphia; Don G. Mitchel 
Sylvania Electric Products, New York 
©. F. Radley, Oakite Products, Ne 
York; and A. A. Stambaugh, Standard O 
Co. (Ohio), Cleveland. 


August Drive for Ballard 


Ballard & Ballard Co., Louisville 
will feature its Ovenready biscuit 
in a special campaign of half-pag 
four-color ads this month in Fam 
ily Circle, Holland’s, Ladies’ Hom 
Journal and Woman’s Home Com 
panion. The same publications wil 
be used in the regular Ballar 
drive next fall. Kraft Foods Cc 
distributes the product, and Henr: 
Hurst & McDonald, Chicago, han- 


dles the advertising. 
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Federal Hodiges tate on oaeniory Dinos Sales 


WASHINGTON—In the past few 
reeks, the level of retail sales has 
cropped below that of 1947, and 
1 OW appears to be hovering mid- 
\vay between the dollar-volume 
level of 1946 and 1947. 

For the first six months this 
ear, department store sales ap- 
peared to have established a level 
about 6-8% below that of last 
year. In the past four weekly re- 
ports issued by the Federal Re- 
serve Board, however, the dollar 
volume seems to have found a new 
plateau, slightly lower than the 
1947 values. 

As in past years, a week of 
mid-summer sales average but 
one-third of one week’s sales dur- 
ing the peak Christmas season. It 
is much too early, therefore, to 
tell whether expected fall buying 
is going to lift 1949’s sales level 
any appreciable amount. 

In making year-to-year com- 
parisons, it is important to note 
that all figures are based on dol- 
lar volume, not unit volume, and 
that adjustments for seasonable 
variations do not translate dollar 
volume into unit volume. 

Therefore, because the general 
price level in an important num- 
ber of department store sections 
has declined, unit volume _ has 
dropped much less than percentage 
figures would indicate. 

In the latest report, all districts 
reported losses except the Rich- 
mond area. All cities also recorded 
losses from last year, with the ex- 
ceptions of Washington, Salt Lake 
City and Fort Worth. 

% a ge 1948 


DEPARTMENT STORE 
SALES INDEX 


1935.39 EQUALS 100 


Week to July 23, ’49*..p206 
Week to July 24, ’48*..231 
Week to July 16, ’49*..214 
Week to July 17, ’48*..236 
Week to July 9, *49*... .201 
Week to July 10, ’48*..217 


pPreliminary. 
*Not adjusted seasonally. | 


Ads Tell of New Air Routes 


Canadian Pacific Air Lines is 
using daily newspapers in all prov- 
inces to announce a transpacific 
service from Vancouver to Syd- 
ney, Australia. The ads also men- 
tion a second transpacific air 
route to the Far East, which will 
begin operation later this year. 
Business papers also are being 
used. The Montreal office of Mc- 
Kim Advertising is the agency. 


Yale Shifts Mark Miller 


Mark A. Miller, formerly general 
manager of the specialties di- 
vision in Salem, Va., of Yale & 
Towne Mfg. Co., has been named 
sales representative of Y&T’s 
Stamford division for Yale locks, 
builders’ hardware and door 
closers in Virginia, West Virginia 
and Kentucky. He will continue 
to make his headquarters in Salem. 


Plans New Publication 


Patterson Publishing Co., Chi- 
cago, publisher of American Res- 
taurant, will launch a new pub- 
lication, American Motel Maga- 
zine, late this year. The new pub- 
lication will be devoted to the 
problems of the motel and tourist 


court operators. 
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STOCK CUTS 


fom mencery 144-page 
—. of top illustra. 
— to Printing and Adver- 
tising Executives. Write on 
siness letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 


mmm: ‘SON Francisco 5, California 


ELECTROTYPE co. 


Jan. k. 
Federal Reserve to of July 
District and City May June 23 
UNITED STATES —1 —T —Il1 
Boston District ............ ia oo — —Il 
New Haven ................. —3 0 ~9 
RS : +3 —4 —10 
| oo —5 —17 
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III bniticciassnsananeedtansiens —7 —10 —13)| 
I +1 --3 —7 
New York —7 —ll —10 
Rochester ...c..ccccscoeessvereees —§ —13 —1é4| 
Syracuse .. ae “6 —T —l1 
Philadelphia District a. BB —t an) 
Philadelphia ........... —4 —4 —6 
Cleveland District .......... —l —s& —13 
Akron ...... , somes ——l —10 —15 
Cincinnati ............... —4 —10 —I17 
Cleveland .......:ccccccccceee I —G§ —15 
Columbus ...... tml: Th ee —9 
, |, EE —l1 —8 --9 
Pittsburgh ........... ; o —8 --9 
Richmond District —_ —3 +7 
Washington ........ +3 0 +16 
Baltimore .......... aw —4 —T7 —8 
Atlanta District ................ —s~ —3 —I15 
Birmingham .................. —l1 -8 —20 
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New Orleans .............. +4 +8 —2 
ES —7 —12 9 
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Indianapolis .... —1 -6 —Il4 
TE ctditisinincensousuovon —4 —ll —18 
po eee —6 —8 —§ 
St. Louis District .......... —3 —9 --12 
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_0 Russell, Harris & Woods 


Russell, Harris & Woods, San 
rancisco, has been renamed to 
‘rect the recruiting advertising 
f the Sixth Army Area for the 
ext fiscal year. Campaign plans 
all for concentration in newspa- 
ers and radio. 


Yames Mogge-Privett 


Otarion Hearing Aid Center, 
.os Angeles, has named Mogge- 
’rivett, Los Angeles, to handle its 
outhern California advertising. 


PITTSBURGH'S. BILLION DOLLAR BRIDGE TO BETTER LIVING 


A new dream highway will bring a new dream airport 


Work is moving ahead on 100 million dollars worth of 
new high-speed highways and 20 million dollars worth 
of new bridges in the Pittsburgh area. 

The famed Pennsylvania Turnpike will go to the Ohio 
line. The Penn-Lincoln Parkway from the Turnpike 
comes nearer and nearer to the Golden Triangle. A 
North-South Crosstown Highway will span the city. 
Beautiful bridges will rise at Elizabeth and Dravosburg. 


within ten minutes of town. 

Better living for Pittsburgh! And Pittsburghers will 
have better incomes and better job opportunities, too. 
For in addition to public works and civic and cultural 


improvements, 


Pittsburgh business has undertaken a 


hard-headed industrial building and expansion program 


that totals far more than a billion dollars! 


ee 


Rapidly nearing completion is the Commercial Street Bridge, a 5 million dollar project in Pittsburgh's new, high-speed Penn-Lincoln Parkway, 


90% of Press evening circulation is concentrated in the 


City 


money and spend it. 


and Retail Trading Zones, 
In this natural market, 


where people have 
including 


all or part of eight counties with 24 billion dollars of 
retail sales annually, The Press is No. 1 in circulation by 


more than 35,000. 


Because Press readers have money to spend. . 
and places to spend it 


urge to spend it... 


. the 
. The Press 


gets results for advertisers. That’s why advertising linage 
volume in The Press for the first six months of this year 
is far ahead of last year’s record-smashing volume. 


Represented by the General Ad- 
vertising Department, Scripps- 
Howard Newspapers, 230 Park 
Avenue, New York City. Offices 
in Chicago, Cincinnati, Detroit, 
Fort Worth, Philadelphia, San 


Francisco 


% 
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Get the complete story about the Pittsburgh Press from 


your Press Representative. 


resentative is a Press Representative. 


Every Scripps-Howard Rep- 


TOTAL ADVERTISING LINES 


published in first 6 months 


1948 1949 
PRESS (e) 8,669,691 9,378,390 
PRESS (S) 4,062,841 4,099,531 
Post-Gazette (m) 4,863,591 4,712,345 
Post-Gazette (S) si w www ee ee 1,156,228 
Sun-Telegraph (e) 5,836,018 6,308,298 
Sun-Telegraph (S) 3,569,023 3,391,587 


Sunday figures include all supplements 


Source: Media Records, Inc. 


Change 
+708,699 
+ 36,690 
—151,246 


+ 472,280 
—177,436 


— vee “The Pittsburgh Press 


No! 


In City Circulation 


In Classified Advertising 


In General Advertising 


In Retail Advertising 
In Total Advertising 
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Real ‘Five-Percenter,’ Though 
Under Fire, Will Stay on Job 

WASHINGTON—Pity the legiti- 
mate “Five-percenter.” People are 
giving him a wide berth on the 
street; they stay away from his 
office; they ease him out of gov- 
ernment buildings—all because 
they mistake him for his disrepu- 
table second cousin—the “influence 
racketeer,” who makes a lush liv- 
ing from alleged ability to “fix 
it” with “a phone call to Harry.” 

The legitimate “Five-percenter” 
—he sometimes gets 10% or a flat 
fee—came into being long ago be- 
cause government began buying a 
lot of merchandise, and visiting 
business men needed someone to 
help them through the labyrinth 
of Washington red tape. 

Sure, government business should 
be available to everyone, no strings 
attached. But selling to govern- 
ment, like any other selling, in- 
volves telling the right story to 
the right person at the right time. 
It is naive to believe that a super- 
information office can steer the 
inquiring salesman from Peoria 
right into some profitable business. 

Many firms maintain full-time 
sales offices to track down govern- 
ment business. Others depend on 
the “Five-percenter,” because he 
knows where to look, and how to 
fill out the forms. 

The legitimate “Five-percenter” 
does not rely on political influence. 
His bread and butter, year in and 
year out, comes from his knowl- 
edge of government structure and 
procedure—knowledge which will 
serve him well long after “Harry” 
and the others are no longer avail- 
able. 

e © @ 

It is going to be even harder to 
beat a government anti-trust 
charge now that Tom Clark is to 
be in the Supreme Court. His most 
important legal experience is in 
anti-trust work. As Attorney Gen- 
eral, he started 160 cases, com- 
pared with an average of 42 for 
his 21 predecessors. Testifying be- 
fore the anti-monopoly hearings 
of the House judiciary committee 
last month, he said the best de- 


Yes, you can even get your ad on 
the cash register when it’s printed 
on Mystik, the famous patented 
printing material with the self-ad- 
hesive back. MysTIK is easy to put 
up because it's self-stik! Mystik 
can be printed or lithographed in 
colors, die-cut to all sizes and shapes. 
Your salesmen get Mystik ads up 
' easily! 


By STANLEY E. COHEN, Washington Editor 


fense against monopoly is civil 
litigation to break up big corpora- 
tions. He recommended his own 
efforts to divorce film making 
from exhibiting and his attacks 
on tobacco companies, A&P, and 
Standard Oil of California. 


Textile industries formed a solid 
front against legislation requiring 
“full” labeling of cotton garments 
patterned after the wool act al- 
ready on the books, and the fur 
bill recently passed by the House. 
It authorizes Federal Trade Com- 


bers say labels are unnecessary, 
and expensive. John J. Gibson, 
secretary of Johnson & Johnson, 
claimed it would “confuse” the 
wording of advertising. 

ee e« @ 


Civil Aeronautics Board finds 
that bargain-rate “skycoach” serv- 
ices of three major airlines show 
“passenger load factors” well in 
excess of regular flights of the 
same lines. The board survey also 
says about a third of the passen- 
gers using “skycoach” service 
would have paid the regular fare 
if the bargain rate were not avail- 
able. 

ee @¢ @ 


Now that Congress has author- 
ized a housing census as part of 
the $70,000,000 1950 population 
count, marketers can count on some 
fresh data on radio and television 
set distribution. Census Bureau 
originally resisted the radio ques- 


creeps into the census for the first 
time. 
eo 


There'll be a last minute effort 
to upset the administration’s hold- 
the-line policy on taxes. Legisla- 
tion reducing wartime excise tax 
rates has been attached to a minor 
bill which will probably come to 
a vote in the Senate. But House 
ways and means committee Chair- 
man Robert L. (Muley) Doughton 
(D., N. C.) is dead set against tax 
reductions this year. 

A lot of congressmen think ex- 
cise tax reductions would stimu- 
late business, and they would like 
to see something pass. At the mo- 
ment, however, it is a good bet that 
Doughton will have his way and 
that excise tax relief will be post- 
poned until next year. 

e ee 


The Senate was told last week 
how film producers will cooperate 


tion pictures,” with each of the 
major producers releasing two top 
productions and the smaller ones 
one production. The idea is said 
to originate with former Demo- 
cratic National Chairman Gae 
Sullivan, now executive directo: 
of the Theater Owners of America 
Sen. Wayne Morse (R., Ore.) rec- 
ommended that all senators mak« 
it a point to go to the movies fre- 
quently during October. 


Publication Changes Format 


Cooperative Farmer, Richmond 
Va., issued monthly for members o! 
the Southern States Cooperative 
has changed its format from tab- 
loid newspaper style to news mag- 
azine type and has opened its page 
to outside, non-competitive adver- 
tisers. In addition to serving as a 
direct link with the organization’s 
members in Virginia, West Vir- 
ginia, Kentucky, Tennessee, Mary- 
land and Delaware, the publica- 


mission to see that the fiber con- 
tent of a cotton garment is fully 
indicated on labels. Industry mem-| coverage. The television count 


tion on the grounds that the 1940/| this fall in a “Film Festival.” 
census showed virtually complete 


Chicago Show Printing Co., 2639 W. Kidare, Chicage 39 


The Truth About Plastic Plates 


BY JOSEPH REILLY 


REILLY ELECTROTYPE COMPANY, DIVISION OF ELECTROGRAPHIC CORPORATION 


the biggest graphic arts news of 

the last twelve months. It will con- 
found the critics, bewilder the skeptics 
and perhaps amaze some of the most 
ardent supporters of this revolutionary 
newspaper plate. 

Before many more days go by, the 
Electrographic Corporation will pro- 
duce its four millionth Reilly pLastic- 
TYPE for America’s leading newspaper 
advertisers! 

This four millionth endorsement of 
PLASTICTYPES, the original plastic 
plates, focuses the bright light of statis- 
tical truth on the dark wy ary and 
gloomy prophecies that have drifted 
about ever since plastic plates appeared 
to challenge electrotypes and mats for 
newspaper advertising. 

I have always been proud that my 
organization poe the commercial 
production of plastic plates, and that 
we had faith enough in their future not 
to hedge our position. We promoted 
our plastic plates vigorously right from 
the start, even though we had (and still 
have) a tremendous investment in the 
production of electros and mats. 

But enough about our faith. The 
more than 350 national newspaper ad- 
vertisers now using Reilly PLasTictyPEs 
have expressed their faith in a most em- 
phatic fashion — having put almost four 
million PpLastTicTyPEs to the test that 
really counts. These 350 national news- 
paper advertisers and their agencies 
know the truth about PLASTICTYPEs. 
Tearsheets tell the truth. 

We state in our advertising that 
Reilly pLasticryPes assure the clean- 
est, clearest, most uniform reproduc- 


Pie PLATES are about to make 


tion that ever rolled off the nation’s 
varied newspaper presses. We dare to 
make that statement in the face of the 
fact that anyone can check its truthful- 
ness merely by picking up almost any 
issue of almost any daily paper. 


Differences in manufacture 


You will better understand how we 
achieve such uniformly high standards 
of precision—such faithful reproduc- 
tion of half-tone values and such clean, 
even reproduction of type—if you 
understand the critical differences in 
manufacture between a PLASTICTYPE 
and an ordinary plastic plate. These 
critical differences begin with the very 
first step—the making of the electrotype 
pattern plate from the advertiser's form. 
Instead of using an ordinary molding 
medium in molding the form, we use 
Vinylite exclusively. Tests conducted 
independently by a prominent research 
institute show that every other mold- 
ing medium in use today loses three 
times as much of the tonal values as 
Vinylite. We not only mold the form in 
Vinylite, but the pattern plate made 
from this form is routed in open areas 
to a guaranteed depth of fifty-five thou- 
sandths of an inch! 

The trimming and tooling of the pat- 
tern plate is a very important step. We 
are the only electrotypers in the indus- 
try who use photo-engravers to do this 
finishing! Only when these special steps 
have been taken and double checked 
are we ready to make the matrix for 
the plastic plate. 

Now this matrix has the ticklish task 
of retaining, and passing on later to the 


plastic plate, the benefits of the special 


preparatory steps we take in making 
the pattern plate. We have learned a 
lot Bune tr matrices in the course 
of more than six years of commer- 
cial production of plastic plates. Our 
matrix, called the Reilly puRAMATRIXx 
(Patents Pending), is made from a 
molding material which we developed 
and which we produce ourselves. You 
can judge the value of our process 
when I tell you that it is known to but 
four men in our organization. 

That is not our only secret, either. 
When the Vinyl powder is pressed into 
the female mold to make that four mil- 
lionth PLasTicryPE any day now, the 
heat and pressure will be scientifically 
controlled, as always, by an ingenious 
electronic device that we developed 
long before we were even approaching 
the four million production mark. 

With the use of Vinylite in molding 
the pattern plate, and the deep routing 
and photo engraver’s finishing . . . with 
the remarkable performance of the 
Reilly puRAMATRIX...and with our 
secret device for controlling heat and 
pressure ... we produce a plastic plate 
that is matchless in its fidelity to the 
pattern plate and matchless in its uni- 
formity plate to plate. We find that the 
loss of depth in a PLASTICTYPE is so 
infinitesimal that it must be measured 
in microns to be detected at all. Every 
tonal value is retained with a degree of 
faithfulness which it is impossible to 
obtain in the finest newspaper electro- 
type. 

We are now producing plastic plates 
in six complete electrotype plants from 
coast to coast. Turning out plates of 
uniformly high precision in six widely- 


—— tion will carry general farm news 
Scheduled for October, it is de-|and information, and feature 


scribed as “a renaissance of mo-| stories. 
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ate Hooper Score: 
4merican Takes Six: 
SBS Five, NBC Four 


New YorK—Walter Winchell 
inished the 1948-49 season for 
‘aiser-Frazer in the first Hooper 
pot with a rating of 15.5. The 
\BC commentator also came in 
irst on reports for last fortnight 
and a year ago. 

Six American Broadcasting Co. 
shows were among the leading 15. 
CBS had five and NBC four. 

The nighttime favorites as of 
July 30: 

Walter Winchell (ABC), 


ES SSL ee 15.5 
Horace Heidt (NBC), Philip Morris ....10.5 
Your FBI (ABC), Equitable Life ............9.8 
Stop the Music (ABC), Old Gold, 

TRVGTOMAER, TCI occccccccscccccscsecccescescees 9.8 
Mr. Keen (CBS), Whitehall .................... 9.1 
Louella Parsons (ABC), Jergens ............ 8.5 
Our Miss Brooks (CBS), Colgate ............ 8.4 
Take It or Leave It (NBC), 

lee SEMEL a es 8.1 
Crime Photographer (CBS), Toni ........ 8.0 
Sam Spade (CBS), Wildroot .................... 8.0 
Mr. D. A. (NBC), Bristol-Myers .............. 8.0 


Drew Pearson (ABC), Frank H. 
Lee C 


Fat Man (ABC), Norwich ..... vente 
Curtain Time (NBC), Mars .0.0.........cce00 7.5 


Average sets-in-use of 21.0 is 
up 1.4 from the last report and 
1.7 from a year ago. The average 
rating of 5.3 is up 0.6 from the 
last report and 0.3 from a year 
ago. 


Yankee Network Ups Curtin 


Charles W. Curtin, director of 
promotion and merchandising of 
Yankee Network in New England, 
also has been named head of sta- 
tion relations activities. He suc- 
ceeds David F. Shurtleff, who re- 
signed to become treasurer of the 
Valley Trust Co., Penacook, N. H. 


Seattle Office Opened 


Jessen’s Weekly, Fairbanks, 
Alaska, has opened an Alaska in- 
formation center in the World 
Merchandise Mart, Seattle. The 
branch business office will supply 
agencies and advertisers with in- 
formation on markets and popula- 
tion in the northern territory. 


MBS Boosts Schmid, 
Shifts Sales Staffs 


New YorK—Robert A. Schmid, 
vice-president in charge of pro- 
gram sales for Mutual Broadcast- 
ing System, has added advertis- 
ing, promotion, research and plan- 
ning to his title 
as part of a gen- 
eral MBS admin- 
istrative shakeup. 
He will take over 
the direction of 
the department 
handled by vice- 
president E. P. 
H. James, who 
resigned. Harold 
M. Coulter, for- 
merly assistant to 
the vice-presi- 
dent in charge of sales, has been 
assigned to work with Mr. Schmid 
on advertising and promotion. 

At the same time George M. 
Benson, eastern sales manager, has 


R. A. Schmid 


been promoted to national sales 
manager, reporting to Z. C. Barnes, 
sales vice-president. Named divi- 
sion sales managers were Duncan 
R. Buckham, New York, and Car- 
roll Marts, Chicago, both of whom 
were in the network’s sales de- 
partment. 

Two Mutual Chicago staff mem- 
bers—James Mahoney, manager of 
station relations for the western 
division, and Gilbert McClelland, 
director of sales promotion—have 
resigned. MacKenzie Ward, whose 
position as midwestern sales man- 
ager has been abolished, continues 
on the Chicago sales staff. 


Dartnell Issues Memos 


Dartnell Corp., Chicago, has be- 
gun publication of a monthly 
“Sales Memo” booklet for sales- 
men, Each day’s page in the book- 
let contains a brief admonition, 
memo space and an itemized list 
of expenses. The booklets sell for 
30¢ each for five to ten copies 
and 23¢ each for 100 copies or 
more. 


Bisicd 


JOSEPH REILLY, Reilly Electrotype Company, Division of Electrographic Corporation 


separated plants means that both our 
multi-million dollar plant equipment 
and our special techniques must be rig- 
idly athe eh But it also means that 
each and every plant’s operations must 
be guided by men whose know-how 
has been acquired over the years. We 
are the only electrotypers in the indus- 
try who maintain research and engi- 
neering departments. And as we have 
been developing new techyiques and 
new equipment in these departments, 
we have been simultaneously building 
up teams of highly trained technicians 
and plastic specialists for each plant— 
men who have been working with plas- 
tic plates for upwards of six years. I 
use the word “teams” advisedly, For 
no one individual, no matter how ex- 
perienced, can assure quality produc- 
tion. It takes a team of seasoned veter- 
ans—and that’s what we have built 
up at every single plant. 


Inspection extraordinary 


The human element will probably 
always be a factor in the graphic arts. 
Therefore we wouldn’t dare make the 
claims we do for the uniformity of 
PLASTICTYPES Without the most pains- 
taking inspection policy. Each and 
every plate we produce is subjected 
to actual newspaper production condi- 
tions to see that it has the durability to 
meet the most extreme demands. It 
must withstand 50% more pressure 


than is required in the newspapers’ 
stereotyping process. Each plate is also 
inspected microscopically by men who 
are trained to accept nothing but flaw- 
less precision in dot structure, type for- 
mation, plate thickness, etc. Then, and 
only then, are the plates which pass 
this ruthless inspection stamped with 
the name Reilly pLasticrype and re- 
leased for shipment. 

Superior reproduction, alone, is 
enough to persuade the user of electro- 
types to switch to PLAsTICTYPES. The 
savings in production and shipping 
costs are an added plus. And the user 
of mats finds that the advantage of 
finer reproduction, which he formerly 
thought he couldn't afford, is delivered 
by PLASTICTYPES at such reasonable 
cost that he can’t afford to be without 
this added impact in a competitive 
economy. (Incidentally, the danger of 
shrinkage or damage to his material is 
eliminated. ) 

With over 350 national newspaper 
advertisers and their agencies endors- 
ing PLAsTICTYPES to the tune of four 
million plates, it’s not surprising to 
find the same enthusiastic endorsement 
coming from newspaper production 
men. Tearsheets tell them the truth, 
too. We have worked closely with 
many newspaper production superin- 
tendents to coordinate our standards 
with actual production conditions. 
Their cooperation, and their respect for 


the superiority of PLASTICTYPES, is as 
valuable to the advertisers using PLAS- 
TICTYPES as it is to us. 

Did you know that pLAsTICTYPEs are 
being widely used in many markets 
today for color reproduction in daily 
papers? If you haven't seen any tear- 
sheets yet, get ahold of some—and pre- 
pare to be pleasantly surprised when 
you inquire about space cost of color 
in the dailies. 

That four millionth plate 

I don’t know at this moment whether 
the four millionth pLAsticryPE will be 
a color plate or black and white. But 
I know that it will be a plate of match- 
less precision, produced by exclusive 
techniques, on the world’s finest plastic 
plate equipment, manned by experi- 
enced technicians. And | know that the 
entire release (of which it will be but a 
single plate ) will be produced and in the 
hands of the country’s newspapers with 
a speed which still makes me blink. 

The truth about plastic plates—that 
is, about Reilly pLasticryres, the orig- 
inal plastic plates—is that they are not 
merely equal to a newspaper electro- 
type. The truth is—and I'll stake my 
organization’s forty-three year reputa- 
tion on it—that PLASTICTYPES are st- 
perior in every respect to the finest 
newspaper electrotype! 


The space for this article was paid for by 
the Reilly Electrotype Company. 
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Pearl-Wick Copy 
to Supplement Ads 
of Local Dealers 


New York—Pearl-Wick Corp., 
manufacturer of Dur-o-weve self- 
ventilating laundry hampers, will 
start a newspaper campaign from 
coast to coast in conjunction with 
local dealer promotion to supple- 
ment magazine advertising. 

Ads designed for use with 
dealers’ mats will repeat national 
messages. 

Point-of-sale displays have been 
prepared, including a specially de- 
signed silver and maroon banner 
which lists advantages of the pro- 
duct for the consumer. 

National advertising will break 
this fall in American Home, Better 
Homes & Gardens, Good House- 
keeping, House & Garden, New 
York Times Magazine and Wom- 
an’s Day. 

Ray-Hirsch Co. is the agency. 


‘Modern Photography’ to Bow 


Modern Photography, combined 
with Minicam Photography, will 
go on newsstand sale Aug. 15. The 
new monthly magazine, with a 
7x10” type size, has a press run 
of 200,000 and an ABC estimate 
of 150,000. The full-page rate is 
$450. 

Modern Photography is pub- 
lished by Automobile Digest Pub- 
lishing Corp., Cincinnati, which 
also issues Automotive Digest, 
Farm Quarterly and Writer’s Di- 
gest. 


Reliable Agency ‘Error’ 


An item in a recent issue of AA 
saying that Reliable Machine 
Works, Brooklyn, has started a 
new campaign to department 
stores interested in setting up fur 
cold storage vaults, “working 
through M. R. Johnson Advertis- 
ing Agency, Philadelphia,” resulted 
from a “misunderstanding,” S. 
Friedman, president of the com- 
pany, says. Richard La Fond Ad- 
vertising, New York, is Reliable’s 
agency of record. 


American Network Signs 
TV and AM Stations 


WJAC-TV, Johnstown, Pa., has 
signed a contract with American 
Broadcasting Co., bringing to 38 
its number of affiliates, 31 of 
which are on the air. 

WBEX, Chillicothe, O., will 
join ABC’s radio network effective 
Aug. 14. Owned by Shawnee 
Broadcasting Co., this station op- 
erates fulltime on 250 watts. 


Only $110 a month 
to reach 


60,171 


Plant Operating Men 


in all Industries 


of of them in plants rated 
86.6% $100,000 and over. 


96% indicate use of I E N for 


current buying reference. 
Good for SELLING... 
because Used for BU YIN CG. 


Current “C C A Statement” and up- 
dated “IE N PL A N” give complete 
facts. 
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R&R’s ‘Free Publicity’ 
Term Irks a Practitioner 

To the Editor: May I take strong 
exception to that portion of the 
Ruthrauff & Ryan Senate com- 
mittee presentation dealing with 
publicity? 

R&R tosses off “free publicity” 
as the result of personal contact 
and advertising placement. There 
is no such animal as “free publici- 
x” 
Publicity is the servicing of news 
to media on a basis of usability. 
It is a distinct disservice to pub- 
licity practitioners to have a dis- 


This departm 


ae jn " _ 


os 


torted publicity viewpoint given 
such wide coverage. 
Hat Davis, 
Publicity Director, Kenyon & 
Eckhardt, New York. 


Suggests List of Questions 
to Ask Prospective Agency 

To the Editor: We're in full 
agreement with “Adman X” who 
sitteth on the right hand of the 
almighty client in your provoca- 
tive article of July 4. Picking the 
right agency from among many 
promising candidates is one of the 


There’s WMT Strength 


. & 
eat Union (IOWA) 


3 
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. 
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... signal strength on Iowa’s best frequency, 600 kc. 
... program strength with exclusive CBS network 
shows in Eastern Iowa... news strength with a 
News Center that utilizes AP, UP, INS, and local 
correspondents throughout the state. 


Union is one of the hundreds of communities in 
WMTland whose aggregate 1,121,782 people* farm 
the nation’s most fertile lands and work in the area’s 


humming industries. 


Join the union of WMT adver- 


tisers if you want coverage in this important market. 
The Katz man has full details. 


* within WMT’s 2.5 mv line. 
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ent is a reader’s forum. Letters are 


welcome. 
toughest jobs in advertising—and 
one of the most important. Our 
only quarrel with Adman X’s client 
is that he asked his present agency 
to help him select a competitive 
group... 

As the only people in advertis- 
ing who have made it our busi- 
ness to investigate agencies and 
make comparative analyses of 
their skills and services, we have 
learned by experience. that 
“screening” agencies is a full-time 
job—or should be. No advertiser is 
going to find “the perfect agen- 
cy”...But if he will put in the 
time and effort to look long and 
hard, he will find many good out- 
fits—large and small alike... 

With the thought that it may be 
helpful to other advertisers who 
are equally determined to get a 
thinking agency and get going, we 
would like to offer a few concrete 
suggestions on how to size up the 
agency services which may be 
available to them. Here they are: 

A. Ask your prospective adver- 
tising agency for the following 
records in writing: 

1. An adequate history of the 
agency, including the date it 
was established, subsequent 
changes of its name, major re- 
organizations (with “reasons 
why”), the names of its prin- 
cipal officers and stockholders, 
etc. 

2. Business resumes of its ac- 
tive principals and officers, in- 
cluding the executive and crea- 
tive personnel who will be as- 
signed to your account. 

3. A clear, unequivocal state- 
ment of the facilities and serv- 
ices which the agency is pre- 
pared to offer you—with spe- 
cific reference to research, mer- 
chandising and special services 
which may be customarily ob- 
tained from outside sources. 

4. A brief, but adequate, des- 


cription of the agency’s organi- 


zation (or method of operating) 
—including the advantages it 
offers the client. 

5. A list of its active accounts 
—with a brief description of the 
product (or products) which the 
agency handles or the type of 
work it performs for these ac- 
counts. 

6. A clear, firm statement of 


the agency’s billing practices, its 

fees and “special charges,” if 

any—or the principles which 
generally determine the appli- 
cation of such charges. 

7. Satisfactory evidence that 
the agency has an effective 
“control system” which will as- 
sure you: (a) that printing con- 
tracts for your account will not 
be entered into except upon the 
basis of competitive bids, and 
(b) that you will not be com- 
mitted to other major expendi- 
tures without your authoriza- 
tion. 

8. Satisfactory evidence of its 
financial stability and credit 
rating. 

9. A statement of the agency’s 
established policies, with par- 
ticular reference to how it may 
reconcile the acquisition of a 
larger competitive account with 
its obligations to you. 

B. Determine the ratio of execu- 
tive, creative and administrative 
personnel to the agency’s total 
billing. 

C. Ask the agency for permis- 
sion to check its accounts at ran- 
dom by contacting a representa- 
tive number of its clients directly. 

D. Give special attention to the 
agency’s morale in terms of salary 
incentives, promotions from with- 
in, stock participation—and per- 
sonnel turnover. 

E. Now simply take the time and 
effort to size up your prospective 
advertising agency both as acrea- 
tive group and as an efficient bus- 
iness organization which will give 
you the biggest return on your ad- 
vertising dollar. 

There’s more to it than that, but 
the above suggestions will give 
you a reasonable idea of how we 
think you should go about lining 
up the most qualified agencies 
for your advertising account... 

After the facts comes the most 
difficult part of the job—evaluat- 
ing the so-called “intangibles” of 
agency service: The energy, the 
initiative, the creative imagina- 
tion and the “special experience” 
which an agency will bring to 
bear upon your advertising and 
merchandising problems. But that’s 
another story. Suffice it to say that 
once you’ve made your final de- 
cision, take your advertising agen- 
cy into your confidence—and make 
it a working partner in your busi- 
ness. That’s the only way to get 
the most out of any agency. 

We don’t know whether Adman 
X will agree with us, but we think 
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that the most important sing): 
qualification of an advertisin; 
agency is its capacity to under 
stand people for what they reall. 
are. To know, for instance, tha 
their mentality is perhaps mor 
emotional than intellectual. I 
isn’t necessarily “what peop! 
think” that determines their ac 
tions. It may be “how they feel 
that prompts them to buy you 
competitor’s brand instead o 
yours. Maybe that’s why Admar 
X’s anonymous client is giving s 
much thought these days to pick 
ing the right agency for his adver. 
tising job. Chances are he wants : 
partner whose creative output i 
warmer, more persuasive—anc 
more believable. From where we 
sit, it looks as if that’s the only 
kind of advertising that is going 
to ring the cash register with the 
same old regularity in the solemn 
years ahead. 
DANIEL G. MAcMILLAN, 
President, Mac Rann Associ- 
ates, New York. 


Asks Readers’ Help 
on Century-Old Companies 


To the Editor: Would any of 
your readers know of any listing, 
or any source of one, which would 
rank manufacturers and advertis- 
ers by the length of time since 
they began business? 

We are trying to build a list of 
companies which will be 100 years 
old next year, or in the following 
year, 1951, and we would appreci- 
ate any help or information ApvEr- 
TISING AGE readers can give us. 

EpITtH LAMAR, 

Harper’s Magazine, New York. 

Brand Names Foundation col- 
lects data of this type. Are there 
other sources? 


London Agency Has Realistic 
Setting for Transport Ads 


To the Editor: On Page 39 of 
your May 23 issue you published a 
photograph of a mock street car 
that has been recently installed in 
the offices of Fielder, Sorensen & 
Davis. I was very interested to see 
this because we introduced a sim- 
ilar innovation in this agency as 
long ago as 1946 and I have pleas- 
ure in enclosing some photographs. 

As you will see, we reproduced 
the interior of an underground 
train, an escalator with the ad- 
vertisers’ announcements on either 
side, and a London omnibus. The 
object was to enable clients to ob- 
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TRANSPORTATION BY M&C—Mather & Crowther Ltd., London 
agency, provides visitors to its offices with a reproduction of 
on interior of an underground train, with a station in the back- 


able contact work requires good 
wardrobe. Salary, $30-$35 per 
week to highly qualified man. 
Or do I overstate the case? 
EpWARD J. CARLIN JR., 
Philadelphia. 
e 2©« @ 


}Drexel Labs Spent Over 


$30,000 in Newspapers 


To the Editor: We note your 
newspaper advertising expenditure 
listings for 1948, but we do net 
see our organization listed as 
spending over $25,000 for news- 
paper advertising. Please be ad- 
vised that our expenditure direct 
to newspapers was $30,540.47 for 
1948. For 1949 our newspaper ad- 


basis covering 26 states, and in- 
cludes most of the large daily 
newspapers. 
M. L. Evons, 
Drexel Laboratories, Drexel 
Hill, Pa. 


Connor Appoints Welsh 


Robert D. Welsh, formerly as- 
sistant sales promotion manager 
of Thermoid Co., has been named 
advertising manager of W. B. Con- 
nor Engineering Corp., New York, 
manufacturer of activated carbon 
air purification equipment and 
ceiling air diffusers. 


Labow Agency Moves 
S. Harold Labow Advertising 


ground; an escalator with advertisers’ announcements on either 
side; and a London omnibus, making the agency's office an un- 
usually complete showroom for transportation advertising. 


vertising will exceed $70,000. 
Our advertising is on a national! larger quarters at 67 W. 44th S 


Agency, New York, will my to 


tain a realistic impression of their 
advertisements in this kind of 
media. 

All the fittings are genuine and 
these “vehicles” were built with 
the cooperation of the London 
Transport authorities. In addition, 
we have also constructed in this 
agency a model shop front which 
gives us an opportunity of produc- 
ing point-of-sale demonstrations in 
the window. 

You are no doubt aware that, to- 
gether with S. H. Benson Ltd., we 
have recently set up a New York 
agency which handles British and 
American products under the name 
of Hewitt, Ogilvy, Benson & Math- 
er, Inc. 

SamM HEPPNER, 

General Publicity, Mather & 

Crowther Ltd., London. 


More on Tinea Pedis Copy 

To the Editor: It was most kind 
of the Ad-libber to call attention 
to Sopronol in your July 4 issue 
under the heading “Ah, Technical 
Copy.” 

So that he may become better 
acquainted with the merits of this 
excellent preparation for the treat- 


ment of tinea pedis, possibly better 
nown to you as athlete’s foot, we 
re asking our client, Wyeth, Inc., 
) mail a sample. 
And in case you have misplaced 
our copy of American Druggist, 
fe are enclosing a proof of the 
ymplete advertisement. While it 
‘produces copy which appears in 
edical journals, the advertise- 
!ient also contains a message for 
(ruggists, telling them about the 
xtensive promotion directed to 
‘ae medical profession for Sopro- 
noL 
RALSTEN LEwIs, 
Lewis & Gilman, Philadelphia. 


{RMCO Ad Inspires Another 
To the Editor: After reading the 
lever American Rolling Mill Co.’s 
din the latest AA, I saw fit to 
ompose a similar ditty apropos 
oO OUR business: 

HELP WANTED.. We are inter- 
viewing young men, not over 23, 
vho can offer proof of investment 


- ooh. 


approximating 8,000 hours and 
$22,000 attending prep school and 
college while carrying on extra- 
curricular activities suitable to 


this business. Good physical work- 
ing conditions but not for security- 
seekers. Must be able to write, 
appraise layout and art; consider- 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 
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give their stamp of approval te 
TRUE'S new merchandising program 


Since the June 24 announcement of its new merchandising set-up, TRUE 


has also been swamped with inquiries from retailers coast to coast. 


As this advertisement goes to press, only 
a few weeks have passed since TRUE, 
The Man’s Magazine, announced a series 
of merchandising aids to help advertisers 
move their goods across retail counters. 


In that short period, inquiries from re- 
tailers across the country have poured 
into TRUE’s offices. In addition, 41 top 
national advertisers—in men’s apparel 
and accessories, sporting goods and 
equipment, alcoholic beverages and other 
fields—are participating in the most con- 
crete and workable merchandising help 
ever offered by a national magazine. 
Stores selling men’s wear, men’s groom- 
ing aids, sporting goods, jewelry, tobacco 
and alcoholic beverages—advertised in 


TRUE—will cooperate in this program. 


TRUE’s monthly merchandising service 
for advertisers with products that sell to 
men begins with its October issue. With 
its December issue, TRUE inaugurates 
the first of its planned annual Christmas 
gift promotions. For 1950, TRUE plans 
an even further extension of its merchan- 
dising service. 


With the lowest four color cost in the 
million-plus magazine class—and a black 
and white cost equalled by only one 
other publication—TRUE, The Man’s 
Magazine, presents an unparalleled op- 
portunity to any advertiser interested in 
high volume sales at lowest unit cost. 


TRUE 


‘THE MAN’S MAGAZINE — 


A Fawcett Publicofion 


Largest selling magazine in the world addressed to men—Guaranteed circulation: 1,200,000 


. 


Here’s one cause 
of the excitement 


Backbone of TRUE’s Christmas mer- 
chandising plan is this gift-suggestion 
booklet—which is being made avail- 
able to retailers nation wide. 


Beautifully printed in 4 colors, the 
booklet is part of a planned merchan- 
dising program never before avail- 
able to retailers—except at an almost 
prohibitive cost. 


If you'd like to know how you can tie 
in your advertising with this strong 
point-of-sale operation, write for com- 
plete information to: Mr. Clare 
Nelson, advertising manager, TRUE, 
The Man’s Magazine, 67 W. 44th 
Street, New York 18, N. Y. 


CHRISTMAS PROMOTION 
CLOSES AUGUST 15 
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WHAT'S GOING ON? 


Magazine Interest Sold 


Mary Lou Moffit, founder and 
president of the Gadget-of-the- 
Month Club, Los Angeles, has 
purchased a substantial interest 
in Coldah Corp., publisher of In- 
ventor and Gadgeteer Magazine. 
Offices of the publication have 
been moved to 6600 Lexington 
Ave., Los Angeles, in the Gadget- 
of-the-Month Club building. 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 


Clippings” tells the whole story 
BACON’S CLIPPING BUREAU 


BUSINESS * FARM “GENERAL . 
PAPERS PAPERS MAGALINES 
343 So. Dearborn St., Chicago 4 


“There’s the car for me!” 

Today in millions of homes 
across the nation—and in other 
parts of the world—people are 
telling themselves that as they look 
at Studebaker advertisements in 
their favorite newspapers and 
magazines. 

Sure, it pays to advertise—when 
advertising is followed up by an 
alert and aggressive sales organi- 
zation like that which Studebaker 


has built for itself through the 
years. 

Good advertising increases pub- 
lic demand for our products. And 
the more of our passenger cars 
and trucks the public demands, 
the more steady jobs Studebaker 
has to offer in all of its plants and 
offices. 


e Everybody benefits when the 
public is in a buying mood. Not 


only the manufacturer and the 
people who produce the goods, but 
hundreds and thousands of other 
folks—the railroads and trucking 
companies which distribute our 
products, the dealers who sell 
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Advertising is a convincing 
salesman, multiplied a million 
times over, ringing a doorbell o1 
talking to a prospect at home, of- 
fice or shop. True, advertisin; 
doesn’t do the whole job because i: 


The major portion of the April, 1949, issue of “Studebaker 
Spotlight,” employe magazine, was given over to an explanation 
of the how and why of Studebaker advertising. Because the mat- 
ter of selling employes on the value and importance of advertis- 
ing will become increasingly important, ADVERTISING AGE here 
reproduces the Studebaker article. The accompanying photo- 
graphs and captions are reproduced, in sequence, on the facing 


page. 


A similar detailed exposition of the role of advertising, given 
to employes of Caterpillar Tractor Co. in that company’s house 
organ, will be reviewed in these pages shortly. 


them, the garagemen who service 
them, the refineries which keep 
them supplied with fuel and oil, 
the paving contractors who build 
our highways. And so on, endless- 
ly, the nation prospers when peo- 
ple want and buy more and more 
things. 


+ 


ooo 


TO START YOUR DOUBLE PLAY FOR SALES 
IN THE RICH INDIANAPOLIS MARKET 


Swift and sure, with telling results, The Star and The News prove their 
right to the pivot spot of your double play for sales—hustling lots of 


support for your dealer tie-ins and drawing more customers for you. 


With their combined 358,769 circulation, these largest of Hoosier dailies 
saturate this key national market and cover a rich bonus area of 44 more 
responsive counties doing their ‘‘shopping lines” trading 
in Indiana’s ever-growing capital city. 

What’s more, the accurate market information provided by The Star 
and The News gives you the chance to study every play you make for 
greater sales in Indianapolis—write for it. 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 


an 


THE INDIANAPOLIS NEWS 


can’t stop to answer every question 
a prospect might want to ask. But 
it does pave the way for the sales- 
man and help him get names on 
the dotted lines. 


w Studebaker is one of the na- 
tion’s veteran advertisers. Take a 
look at the Studebaker ad publiciz- 
ing the electric runabout and you'll 
see that we were using popular 
magazines to tell our story and 
sell our cars as far back as 1904. 

Peter Studebaker started the 
company off on its advertising 
program way back in 1868 when 
he distributed at county fairs and 
Grange meetings a red-and-gold 
brochure claiming that Studebaker 
wagons were “unsurpassed in ex- 
cellence of workmanship and ma- 
terials.” 

So, for 81 of 97 years, Stude- 
baker has been a firm believer in 
advertising and has spent millions 
of dollars to win friends and in- 
fluence buyers. The Brand Names 
Research Foundation points to 
Studebaker as one of the 13 oldest 
continuously-used brand names in 
American industry. Studebaker 
began advertising in The Saturday 
Evening Post, for example, in 1903 
—the second automotive advertiser 
to appear in its pages. 


w Studebaker holds a place well 
toward the top of American ad- 
vertisers because our successful 
selling experience has proved that 
intelligent spending on advertis- 
ing and sales promotion spurs 
the movement of cars and trucks 
toward the consumer. 

It’s good business to keep our 
name before the public...to keep 
people favorably impressed and 
continually aware of Studebaker. 
But “acceptance” alone is not 
enough. Studebaker wants the 
public to prefer its products—to 
pass up all other cars and trucks 
out of the conviction that Stude- 
baker is the best buy in the auto- 
motive field. We all know that 
Studebaker was first with styl- 
ing and engineering advancements 
that set the postwar pace. But it 
remained for advertising to in- 
terpret this pioneering and to 
dramatize for the public the 
modern, forward-looking spirit of 
Studebaker and our products. 


« But telling a customer why he'll 
save money, increase his driving 
pleasure, be safer and more com- 
fortable because he bought a 
Studebaker is only one of our 
goals. People don’t buy just be- 
cause a product is claimed to be 
superior. The reputation of the 
advertiser is a big factor, too. So 
we appeal to the public with “in- 
stitutional” advertising which 
stresses Studebaker’s standing as 
a business institution. Thus we 
form a bond of understanding be- 
tween Studebaker and the pub- 
lic. Studebaker’s famous “father- 
and-son” craftsmanship series i: 
a part of this approach. So is th« 
“traffic safety” campaign. Thi 
type of advertising takes peopl 
behind the scenes and lets then 
in on the human side of Stude- 
baker. 

How do we reach all these con- 
sumers in the U. S. and around the 

(Continued on Page 50) 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


(1) CHARTING THE COURSE—Studebaker sales executives K. B. Elliott, Paul Davis and R. G. Hudson outline 
their advertising needs to J. P. Roche, J. H. Kelly, J. M. Woodman, R. H. Stracke, K. |. Silvey and B. A. 
Brown of the Roche, Williams & Cleary advertising agency of Chicago. (2) PLAN BOARD MEETS—RW&C 
executives come to Chicago and discuss with their associates the strategy and tactics that can best 
assure success for the proposed Studebaker advertising campaign. This meeting is the first of many that 


(4) CAMERA! LIGHTS! ACTION!—Studebaker receives plenty of pats on the back for 

the eye-catching photography in its advertisements. Here, James M. Woodman 

left foreground), RW&C account executive, works on a magazine illustration with 
the staff of Paul Hesse, world famous color photographer of Hollywood, Cal. 


(7) TOO MUCH HERE, NOT ENOUGH THERE—The production department is re- 
sponsible for the technical detail of reproducing Studebaker advertisements ac- 
curately and well. M. T. Singer (left) and Robert H. Stracke, production chief, 
compare the engraver’s proofs to original photographs and decide whether further 
etching is necessary. (8) HE MAKES LISTENING HIS BUSINESS—Studebaker’s nation- 
wide newscasts are checked regularly to make sure that full value is being delivered 
by news commentator as well as commercial announcer. Phil Stewart, the agency's 
radio director, plays back a recording of one of Studebaker’s West Coast newscasts. 


(10) THE VALUE RECEIVED DEPARTMENT—An advertising agency keeps as busy as a bank. Every news- 
paper and magazine carrying Studebaker advertising must be checked to make sure that each ad- 
vertisement ordered appeared as per schedule. (11) EXACTING SPADE WORK of getting all Studebaker ad- 


STUDEBAKER 
AD STORY 


A simple story of Studebaker's 
advertising effort, and its effect 
on both sales and jobs, was told 
in text and pictures in a recent 
issue of “Spotlight,” Stude- 
baker's employe house organ. 
The 12 photographs which illus- 
trated the story are reproduced 
on this page, in the same se- 
quence, and as nearly as pos- 
sible with the same captions, as 
they appeared in the original. 
The accompanying text ap- 
pears on the facing page. 

Note that the story is a com- 
pletely factual one, devoid of 
all argument and bombast, and 
written in non-technical, simple 
terms for easy comprehension 
by people who are not sup- 
posed to be familiar with the 


mechanics of advertising. 


vertisements into production, checking proofs, writing orders and keeping the machinery running smoothly 
is done by V. H. Mongoven, M. J. Levy and others of the service detail department. (12) FAMILIAR FACES 
—Karl |. Silvey (left) and B. A. Brown are RW&C resident representatives in the Studebaker offices. 


will develop headlines, text and illustrative ideas for numerous advertisements. (3) WORDS ABOUT 
WORDS—John Hayes Kelly (left), RW&C copy chief, goes over the first draft of a Studebaker advertise- 
ment with Franklyn E. Doan. Advertising copy pays a high “rental” for the publication space it occupies. 
It must be easy to read, informative and, above all, persuasive. It’s often rewritten many times. (All pictures 


on this page courtesy Studebaker Corp.) 


(5) ALL EYES ON EYE-APPEAL—William H. Savin (left), RW&C art director, here 
discusses headline arrangement and over-all effect with two of his colleagues. (6) 
HUDDLE ON SCHEDULES—It takes expert knowledge to make sure that Studebaker 
advertising reaches the right people at the right time. Buyers are Guy Dustman, 
assistant space buyer, Frank Hakewill, space buyer, and N. J. Cavanagh, radio 

time buyer. / 


(9) HOW DO YOU LIKE YOUR STUDEBAKER?—What led you to buy it? Research 
workers are brimming over with questions. One of the agency's “inquiring re- 
porters’ questions a motorist as he parks. 
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Scheidt Brewing Names 3 


Adam Scheidt Brewing Co., Nor- 
ristown, Pa., brewer of Valley 
Forge beer, Scheidt’s Ram’s Head 
Pale ale, and Prior beer, has named 
Thomas M. Morton advertising 
manager and John F. Wilson su- 
pervisor of Norristown district 
sales. O. H. Greenfield has been 
promoted to general sales manager 
of all branches. 


i) AUTOMOTIVE 
» SERVICE 
‘2 ‘SHOPS 


“The Mester Meoiling List” 


Most complete, most accurate, mos? 
effective Automotive Service Shop 
Mailing Lists available — at lowes? 
rates. Used regularly by large direct 
mail advertisers. Over 143,000 verified names 
incl. 47,000 Car Dealers; 75,000 Repair Shops; 
12,000 Fleets: 8,000 Automotive Jobbers. Ad- 
dressing to any shop classification by states, 
Write for detailed state counts, rates—complete 
folder FREE en request. 


MOTOR SERVICE Giicaco enum: 


‘ON ST. 
CHICAGO 6, ILLINOIS 


39,281,230 Families 
Have Radios: BMB 


New YorK—There are 39,281,230 
families in the United States with 
at least one radio in working or- 
der, Broadcast Measurement Bu- 
reau reports. 

This is an increase of 1,658,230 
over the 1948 figure. 

The 1949 figures, with state 
and national totals for urban, rural 
and farm populations, are included 
in “Radio Families—USA, 1949.” 
Advertisers, agencies and broad- 
casters may obtain copies for $3.50. 

Sixty-five cities not included in 
last year’s report are listed. All 
communities with radio stations 
are reported. Those without sta- 
tions are reported separately if 
they are non-metropolitan centers 
of 10,000 or more, or if they are 
metropolitan communities of 25,- 
000 or more. 


Life Insurance Data Issued 


The 1949 edition of “Life Insur- 
ance Fact Book” is being distrib- 


uted by the Institute of Life In- 
surance, New York. The 96-page, 
illustrated booklet contains basic | 
statistics about the life insurance 
business. Life insurance holdings’ 
in 1948, the booklet reports, showed | 
a gain of $16 billion over 1947. Of 
insurance purchased during 1948, 
66% was ordinary life, 15% group | 
insurance, and 19% _ industrial | 
policies. 


Sloane-Blabon Names Newman 


Sloane-Blabon Corp., New York, | 
manufacturer of floor coverings, 
has elected Wilbur Newman a di- 
rector. Mr. Newman is vice-presi- 
dent in charge of sales. He has| 
been with the company since 1921, | 
and was named eastern sales man- 
ager in 1946. He assumed his pres- 
ent duties last year. 


Three Name Klitten Agency 


Martin R. Klitten Co., Los Ange- 
les, has been named to direct the 
advertising of Superior Plastics, 
Inc., Culver City, Cal., Krasco 
Mfg. Co., Los Angeles, manufac- 
turer of Rite-Set brake lining; and 
Boyle Distributing Co., Los Ange- 
les, automotive parts. 


it pays to use 
both hands 


to get a real “slice”’ 
of the St. Louis market 
(America’s eighth largest!) 


Yes! The way to 

“sew up” 

big St. Louis 

is to use 

substantial schedules 

in The St. Louis Star-Times 


180,120 responsive 

Star-Times reader families 
give you the essential, low cost 
PULLING POWER! 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


IN 1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 


soap advertising. 


Superman. 


If this Corner ever wrote 


lhe Creative Wan Corner 


Excuse it, please, for bringing up once again the subject of 


This time it’s an ad for Colgate’s Fab—in that most fab- 
ulous of all advertising media, 
Maybe Puck and Metropolitan Group, which seem jointly 
to control most of the country’s Sunday comics sections, are 
responsible for such advertising as this, as a result of their 


own advertising featuring the medium. The latter, for exam- 
ple, has called attention to the “emotional transfer’ that the 
medium makes possible—you get all involved in the doings 
of Dick Tracy or Orphan Annie and, as a result, you get 
yourself similarly involved with the doings of Fab’s pseudo- 


Phooey. The big advantage of the comics, as this viewer 
sees it, is that (1) the technique invites reading, (2) it allows 
an advertiser to tell his story in logical sequence and to be 
most sure that it will be read that way and (3) it practically 
guarantees that half of America will see it. What, of course, 
it doesn’t guarantee is that half of America will believe it. 
That’s up to the copywriter on the account. 


comics technique, you betcha. But he’d tell a straight product 
story. After all, why kid the public? You're selling goods— 
not providing entertainment. It’s the technique—the frames, 
the balloons, the color—that compels reading, not the in- 
vention of completely incredible characters. 

Hey, Puck! Hey, Metro! Why don’t you wise these guys up? 


the Sunday Comics. 


LLM Ne le le le le lle le ll ll ll il le le le le le le. Le. lle le le. 


for the comics, he’d use the 


United Videogram Formed; 
Several Clients Named 


United Videogram, TV film 
producer, has been formed by Otis 
Carney, formerly a film writer 
and producer; Paul Cunningham, 
former TV news program producer, 
and Henry McNight, formerly with 
Batten, Barton, Durstine & Os- 
born. Mr. Carney, president, will 
supervise production at Minneapo- 
lis headquarters in the McNight 
building. Mr. McNight, sales vice- 
president, will supervise New York 
and Washington offices, and Mr. 
Cunningham, vice-president in 
charge of production, will head a 
Chicago office. 

Companies that have signed with 
United Videogram for films in- 
clude General Mills, Schmidt 
Brewing Co., Minnesota Mining & 
Mfg. Co. and Minneapolis Brew- 
ing Co. 


Fawcett Appoints Smith 


Fawcett Publications, New York, 
has named Arthur E. Smith man- 
ager of a newly opened San Fran- 
cisco advertising sales office at 
111 Sutter St. Mr. Smith was for- 
merly with Ralph Harker Asso- 
ciates. 


Joins Package Machinery 


Charles E. Palmer, formerly 
president of Frank D. Palmer Co., 
Chicago, package machine manu- 
facturer, has been named vice- 
president of Package Machinery 
Co., East Longmeadow, Mass., fol- 
lowing the purchase of the Chicago 
company by Package Machinery. 
Mr. Palmer will be in charge of 
the Chicago division, coordinat- 
ing sales and development. 


Edison to Use Television 


Consolidated Edison Co. of New 
York will join the list of television 
advertisers Sept. 11 as sponsor 
of ‘“Telepix Newsreel” over WPIX, 
New York. The utility company— 
the first in the New York area 
to use video—will carry the five- 
minute news film twice daily, Sun- 
day through Friday. Batten, Bar- 
ton, Durstine & Osborn is the 
agency. 


Donovan Names O’Connel 

Donovan Enterprises, Inc., Sau- 
gatuck, Conn., manufacturer ol 
waterproof nylon diaper covers 
has apointed R. T. O’Connel Co., 
New York, to handle advertising 
and promotion. 


Pe cee ha ier 


‘Economical 


FULL COLOR CAR CARDS 


__ By Photo Gelatin, No-Screen, Process. 
Inexpensive in Editions from 100 to 5,000 - 


eet 04? = Also— 
® «aorr™ fa Monotone and 
nve % “4 Duotone 
wi od Photographically 
bog Reproduced 


Representing: NEW YORK GRAVURE CO. 


New York City 
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Army, Air Force 
Restudy’ Need 
‘or Ad Program 


(Continued from Page 1) 
to be signed as soon as an investi- 
‘ation of the agency was com- 
jleted by the Senate appropria- 
tions committee and the funds for 
recruiting voted by Congress. 

The $2,500,000 fund for recruit- 
ing ads, already approved by the 
House, was favorably reported by 
the Senate appropriations com- 
mittee two weeks ago. At the same 
time, the committee chairman, 
Sen. Elmer Thomas (D., Okla.), 
said he did not see any need for 
further investigation of the award. 


a Nevertheless, it was evident that 
there were still senatorial mis- 
givings over the selection of Gard- 
ner. Sen. Millard Tydings (D., 
Md.), chairman of the powerful 
military affairs committee, con- 
firmed the report that he had 
asked the Secretaries of the two 
services to look into and “correct” 
the situation. 

Whether the services will dis- 
appear entirely from the ranks of 
agency clients and advertisers was 
left unsettled, pending the investi- 
gation being carried out personally 
by the two Secretaries. While there 
was one report that the services 
might attempt to place advertis- 
ing direct, this was discounted by 
individuals who pointed out that 
Army Secretary Gordon Gray, a 
newspaper publisher and radio 
station owner, fully understands 
the advantages of agency services. 

Some sources felt the dismissal 
of Gardner should be considered as 
a “logical” step in the efforts of 
Defense Secretary Louis Johnson 
to set up a unified recruiting ser- 
vice covering needs of the Navy 
as well as the Army and Air Force. 


= By implication, these sources 
suggested that the “unified” re- 
cruiting service would eventually 
resume the purchase of paid space 
and time, and that it might soon 
reopen competition for the selec- 
tion of an agency. 

Thé services apparently consid- 
ered it practical to taper off re- 
cruiting efforts at this time in 
view of a reduction of manpower 
in the Army and Air Force implied 
in the reduced budget now moving 
through Congress. 

On the basis of the full budget 
proposed by President Truman, the 
two services were to recruit only 
220,000 men in fiscal 1950, com- 
pared to 361,000 actually recruited 
from civilian life in fiscal 1949. 
Actually, the military budget will 
probably be a billion dollars below 
Presidential requests and most of 
the savings will be accomplished 
by reducing the number of men 
i. the armed services. 

Recruiting expenditures are ex- 
peeted to grind slowly to a stop. 
Cardner staff members here say 
als have been prepared for virtu- 
aly all of the coming fiscal year. 
| appears likely that orders will 
b. placed for publications with 
¢..sing dates up to Oct. 31. 


® The outlook is uncertain for 
a. out 50 Gardner staff members 
\ ho work on the Army and Air 
F orece accounts, most of them in a 
Ss .ecial office which the agency 
naintains here. Other than the 
ational Guard account, which 
es ten staff members, the agency 
is no other Washington business 
this time. 
Gardner bills $1,800,000 of the 
2,500,000 recruiting fund. The re- 
ainder is earmarked for special 
impaigns handled by other agen- 
es employed by the commanders 
’ the nine Army Corps areas. 
‘hile the three-paragraph an- 


Me Dt le 


nouncement of Wednesday did not 
mention these area campaigns, 
officials here believed they also 
will stop pending the “study” of 
advertising. 

Ruthrauff & Ryan’s protest 
against the award to Gardner was 
filed with Senators Thomas and 
Tydings almost as soon as the 
official announcement was made 
by the services on May 4. 


zs The request to be heard was 
signed by Kenneth Miller and 
Philip Blake, as attorneys for R&R. 
Mr. Blake, it was learned, has 
been closely associated with Sen- 
ator Tydings for many years. 

Text of the statement follows: 

“The Secretaries of the Army 
and Air Force today announced 
that they are undertaking a study 
to determine whether advertising 
is necessary to support the United 
States Army and Air Force re- 
cruiting service in the forthcoming 
fiscal year. 

“Because of the decision to re- 
study the entire advertising ques- 
tion, the Secretaries said the con- 
tract with the Gardner Advertis- 
ing Co., the imcumbent agency, 
would be terminated as of Oct. 31. 

“The Secretaries of the Army 
and of the Air Force, announcing 
their action, commended the Gard- 
ner Advertising Co. for the pro- 
gram which it has been conducting 
since October of last year.” 


ws In New York, meanwhile, N. W. 
Ayer & Son, Caples Co. and Ruth- 
rauff & Ryan—the three advertis- 
ing agencies which bid for but 
failed to get the Army-Air Force 
account—disagreed as to whether 
they would rebid for the account 
if bidding should be reopened. 

Ayer was reported as being un- 
sure whether it would resubmit, 
in the event that the Army and Air 
Force threw the $2,500,000 account 
open again. “On the basis of past 
experience,” it was said, Ayer 
“wants to know, in a contest to 
select the best agency, that the 
best really will be chosen.” Re- 
portedly, Ayer would like “assur- 
ance from a high source as to 
who’ll do the picking,” to make 
sure that the choice will be “non- 
political.” 

At the same time, Hudson F. 
Meyer, executive vice-president of 
Caples Co., pointed out that if the 
competition is reopened his agency 
would enter it. Mr. Meyer intended 
to send a wire to this effect over 
the current weekend to each mem- 
ber of the appropriations com- 
mittee, and to send each a tear- 
sheet of the AA, July 18 story. 


ws Executives of Ruthrauff & Ryan 
in New York said that R&R also 
probably would reenter the bid- 
ding. They said, however, that 
R&R’s Chicago office was the part 
of the agency actively in the com- 
petition last spring. F. B. Ryan 
Jr., president of R&R, added that 
this agency “has done nothing on 
it since the mid-July hearing.” 

It was pointed out that R&R’s 
action in protesting to the Senate 
committee on Gardner’s appoint- 
ment called the advertising pro- 
gram to the active attention of 
Secretary of Defense Johnson and 
other government leaders, and 
may have caused them to ask, 
“Why advertise at all?” at this 
time. 

At any rate, the agencies con- 
cerned now expect no further 
Army-Air Force advertising, at 
least until the end of 1949. 


Hankins to Owens-Illinois 
William M. Hankins, formerly 
special sales representative of 
Kuhlman Builders Supply & Brick 
Co., has joined Owens-Illinois 
Glass Co., Toledo, as general sales 
manager of the Kaylo division. 


O’Rourke Appoints Tom 

Raymond Tom has been ap- 
pointed art director of O’Rourke 
& Associates, San Francisco agen- 
cy. 


THEIR WEEK—This official National Sweater Week poster, printed in four colors, is 
available free, along with other promotional material, from the Knitted Outer Wear 
Foundation, New York, sponsor of the event. 


Blue Cross Meet 
Hears Plea for 
Business Sense 


Cuicaco—The insistent demand 
for more medical and hospital 
care, the increased costs of such 
attention, and restrictive policies 
of the medical profession stand in 
the way of any effort to meet the 
mass demand for professional serv- 
ices, according to Lawrence Drake. 

Mr. Drake, public relations 
counsel of the Medical Specialties, 
Washington, told a Blue Cross- 
Blue Shield public relations con- 
ference here that history handed 
the doctor and hospital the kind 
of mass demand for goods and 
services that capitalistic enter- 
prises spend billions of dollars to 
create. 

A major job of public relations 
men in the various Blue Cross 
Plans, he said, lies in convincing 
both doctors and hospitals that the 
demand for medical and hospital 
services can only be met through 
the creation of consumer credit— 
and that the Blue Cross and Blue 
Shield Plans are the instruments of 
this credit creation. 


w Creating credit, he continued, is 
the means by which business de- 
veloped and maintained the mass 
market. It can be done by advanc- 
ing goods or services against fu- 
ture earnings or by insurance. 
Hospital executives and the med- 
ical profession, he declared, must 
be convinced that unless they sup- 
port voluntary credit creation 
methods, a revolutionary political 
solution is in prospect. 

Mr. Drake told the annual meet- 
ing of plan executives that the 
time necessary to defeat govern- 
ment-sponsored medicine is run- 
ning out. When the anti-socialistic 
argument wears thin, he said, a 
very positive approach will be 
needed. 

In addition to securing enough 
coverage to make government ac- 
tion superfluous, Mr. Drake con- 
tinued, part of the coming public 
relations job will be to convince 
policy holders to keep premiums 
paid up. Hospital officials must al- 


ie 


so be persuaded to put a ceiling 
on their costs and charges, he said. 


a “You cannot do your job with 
general newspaper and radio pub- 
licity,” he told the group. “Your 
problem must be handled in a 
special manner for each element 
involved.” 

The business man must be con- 
vinced that voluntary insurance 
will pay off in sound family credit, 
purchasing power and in lower 
taxes, Mr. Drake declared. 

But the most important single 
public relations problem faced by 
the Blue Cross-Blue Shield exec- 
utives is the establishment of 
friendly relations with the trade 
unions, he said. “Departure from 
the gradualist solution holds the 
danger of socialism for the busi- 
ness man but the danger of facism 
for the worker.” 


‘Chicago Tribune’ Sets $2 
Rate on AM-TV Listings 


The Chicago Tribune, out in 
front of the field with the spon- 
sored AM-TV program listings it 
will inaugurate Sept. 6, sent out 
rate cards last week establishing 
the line rate for the new “Radio- 
Television Directory” at $2 daily, 
$2.50 Sunday. Minimum §spon- 
sored listing will be three lines, 
the maximum 14 lines. Sponsored 
listings will run at the start of 
their respective time brackets, and 
will be arranged according to 
length. 

Although other major dailies are 
expected to use the Tribune in- 
novation, or some modification of 
it, none announced last week when 
the ad plan might be adopted. The 
Tribune said it will continue to 
list all major programs carried by 
Chicago’s leading radio and video 
stations. The new directory will 
carry this note at the top: “*In- 
dicates listing paid for by sponsor 
to give you more information about 
program.” 


Monroe Reopens Agency 


Walter Monroe, formerly an ac- 
count executive in the San Fran- 
cisco office of Beaumont & Hoh- 
man, has reestablished his own 
agency, Walter Monroe Co. He will 
specialize in industrial accounts 
and market research. 


McCann Art Chief Retires 


Francis Todhunter has retired 
as art director of McCann-Erick- 
son, San Francisco, after 33 years 


with the agency. 


Senate Expected 
to Take Action 
on Postal Boost 


(Continued from Page 1) 

for a two-cent postcard, for an 
estimated $36,000,000 of new rev- 
enue. It visualizes a 20% increase 
in revenue from bulk third class, 
a 10% increase in parcel post, 
and a 20% increase in zone rates 
on catalogs. 

Controlled circulation business 
publications fail to get “parity” 
with second class. However, they 
obtain important concessions in the 
subcommittee draft. 

With the approval of Postmaster 
General Donaldson, the subcom- 
mittee has written a section which 
proposes to give controlled cir- 
culation business publications a 
rate of “second class plus 50%.” 

Harvey Conover, legislative 
chairman of National Business 
Publications, Inc., estimates the 
existing 10¢ a pound rate on con- 
trolled circulation publications is 
300% to 400% above the rate paid 
by second class publications. 


a The new second class rate is 
based on a half-cent increase in 
the rate on reading matter, now 
144¢ a pound, and an increase in 
the zone rate on advertising of a 
half-cent per pound in each zone. 

Special surcharges are proposed 
on publications containing over 
50% advertising. Publications con- 
taining over 75% advertising for 
half of their issues during a year 
lose second class entry. 

The bill has been submitted pri- 
vately to publishers for examina- 
tion. While its fate in the full com- 
mittee is unclear, there apparently 
is strong feeling for legislation, in 
view of the postal wage increases 
which are being proposed by a 
majority in both houses of Con- 
gress. 


ws During the week, the Senate 
and House committees put final 
touches on postal pay hikes which 
will add-a minimum of $50,000,- 
000 to the department’s overhead. 
The House committee has ap- 
pointed two special subcommittees 
to rush work on the postal rate 
legislation, pending since March. 
As written, the lower rate on 
controlled circulation publications 
will apply only to publications 
with 75% or less advertising. A 
12¢ per pound rate is proposed 
for shopping news and for con- 
trolled publications which cannot 
qualify for the “second class plus. 
50%” rate. 
Controlled circulation sections 
of the bill are designed to screen 
out of the “second class plus 50%” 
group “publications designed pri- 
marily for advertising purposes.” 
The new controlled rate is 
specifically barred for publications 
distributed “under contract, agree- 
ment or understanding with an 
advertiser or other interested party 
for advertising purposes.” 


Names Flynn and Butchart 


A. T. Flynn has been named 
vice-president in charge of can- 
ning and canned foods merchan- 
dising of Consolidated Grocers 
Corp., Chicago. He has been with 
the Reid Murdoch division of Con- 
solidated. James D. Butchart, for- 
merly with Independent Grocers 
Alliance of Chicago, has been ap- 
pointed coordinator of sales and 
advertising of Consolidated. 


CBS’ Gross Income Gains 


Columbia Broadcasting System’s 
gross income for the first six 
months of 1949 was $52,885,319, 
compared with $48,816,986 for the 
corresponding period last year. Net 
income was down, with $1,709,391 
reported against $2,228,237 last 


year. 
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Studebaker 


Story 


(Continued from Page 46) 


world whose purchases of Stude- 
baker cars and trucks mean secur- 
ity for so many people? 


es First, we buy “space” advertis- 
ing—in magazines and newspapers. 
There, with the printed word, we 
talk about the advantages of own- 


ing a Studebaker. Every time a 
new model is introduced, we make 
compelling “show window” an- 
nouncements right across the coun- 
try. Then repeatedly through the 
year—for repetition helps form 
buying habits—we keep on ham- 
mering home the Studebaker 
story. We regularly use 20 con- 
sumer magazines—publications 
that reach the buying public—in- 
cluding weeklies like Life, The Sat- 
urday Evening Post, Collier’s, Time 
and Newsweek; monthlies like 
American Magazine, Cosmopolitan, 
Esquire and Fortune; agricultural 
publications like Country Gentle- 
man and Farm Journal, and many 
others. Together, these periodicals 
have a total circulation of nearly 
40 million and tremendous reader- 
ship. Studebaker car and truck ad- 
vertising also appears regularly 
in 1,800 daily and weekly news- 
papers from the New York Timés 


to the Clatskanie, Ore., Chief. 

Also, we buy “time” advertising 
on the radio, using 73 powerful 
stations from coast to coast to 
broadcast Studebaker .news pro- 
grams and to give the public the 
latest information about Stude- 
baker cars and trucks, dealers’ 
services, engineering, designing 
and production advances. 


s Studebaker also advertises in an 
extensive list of “trade” publica- 
tions to keep automotive dealers 
informed about the organization’s 
activities. Other specialized pub- 
lications cover the truck buyers’ 
market, too—in addition to the 
magazine, radio and newspaper 
advertising that’s done for trucks. 

On a world-wide front, Stude- 
baker wages the same kind of 
year-around campaign through ex- 
port advertising. The number of 
magazines and newspapers used 
is smaller. Frequently the adver- 
tising message is translated into 
foreign languages. But the export 
advertising we do helps create 
the demand that keeps our cars 


and trucks moving over ocean 
lanes to foreign buyers. 

A complete advertising campaign 
in Canadian magazines and news- 
papers is also among our activities 
on the publicity front. 


ws Thorough as all this advertis- 
ing is, it’s still only a part of our 
whole advertising program. Our 
efficient dealer organization does 
much to keep Studebaker’s good 
name constantly before the pub- 
lic. Many Studebaker dealers in- 
vest money of their own advertis- 
ing in local newspapers, on local 
radio stations and on outdoor 
boards. The factory supplies deal- 
ers with catalogs, brochures and 
folders by the millions to distrib- 
ute in their showrooms. We pro- 
vide truck and car mailing pieces 
so that dealers can stimulate main- 
tenance business. We distribute 
gay, colorful Studebaker banners, 
streamers and pictures for show- 
room display. 

It takes a lot of work to keep 
Studebaker’s advertising program 
clicking. To accomplish this, our 


Retailing Datly 
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USE RETAILING DAILY 
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advertising agency, Roche, Will- 
iams & Cleary, Inc., of Chicago, 
works closely at all times with 
Studebaker’s sales executives to 
learn at first hand the merchan- 
dising problems on which adver- 
tising can be of help. The adver- 
tising agency serves constantly as 
extra eyes and brains for the 
Studebaker sales department. The 
agency is alert for opportunities 
in the changing automotive sales 
picture. 

ws Roche, Williams & Cleary ex- 
ecutives, who confer with Stude- 
baker sales executives, are more 
than consultants—they are highly 
qualified creative advertising men 
Each is capable of preparing an 
effective advertisement himself if 
necessary. But emergencies of this 
kind are not common, and the 
usual steps in building a series 
of Studebaker advertisements are 
much like those of building a 
Studebaker car or truck. 

Hurry and high pressure are 
avoided. An over-all plan is agreed 
upon. The necessary materials, 
tools and men are organized so 
that the job will proceed effi- 
ciently and on time. Then the 
agency painstakingly produces one 
finished advertisement after an- 
other. Each ad is thoroughly pre- 
tested for its suitability to Stude- 
baker’s needs, its appeal to the 
motoring public, its effectiveness 
in stimulating a buying urge. 

One of the first steps is research. 
This is as important in creating 
an advertisement as the laboratory 
and proving ground work is in 
building a line of cars or trucks. 
Agency people go into the field, 
interview car owners and truck 
owners, find out what they like 
and don’t like about our products 
and those of our competitors. These 
findings are tabulated, studied and 
interpreted by the agency’s plans 
board. A plan of action is laid. 


ws Copywriters and advertisement 
designers next get busy on the 
text and physical design of ad- 
vertisements which are then sub- 
mitted to Studebaker sales execu- 
tives for approval. Then illustra- 
tions are ordered (color photo- 
graphs in the case of cars, paint- 
ings or drawings for trucks). En- 
gravings are made. Text is set 
in type. Another and final okay 
is obtained from the Studebaker 
sales department, and the adver- 
tisement is shipped to the pub- 
lishers. 

But the agency’s work on that 
advertisement isn’t finished yet. 
People all over the country are 
interviewed by an unbiased re- 
search organization after it appears 
in print. They are asked whether 
they’ve seen the advertisement, 
whether they’ve read it, whether 
they’ve been interested by it in- 
tensely, mildly or not at all. These 
studies after publication are made 
not only of Studebaker’s advertise- 
ments but of competitors’ adver- 
tisements, too. It is interesting to 
note that Studebaker advertising 
consistently makes a very high 
score. We are always first, or 
among the first, in attracting at- 
tention and in getting read. 


a The same kind of exhaustive 
planning goes into the preparation 
of Studebaker radio programs. At 
present, these programs are al- 
most entirely of a newscast nature 
But the commercials must be writ- 
ten as carefully as the text in the 
magazines and newspaper adver- 
tisements. What’s more, they mus! 
be read right in order to do-a 
productive selling job. Recordings 
of Studebaker’s programs are 
played back in the advertising 
agency’s offices to determine 
whether or not the radio announ- 
cers are presenting the Studebaker 
story effectively—and radio lis- 
teners are interviewed regularly 
to make sure that Studebaker’s 


programs are reaching a large- 
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nough audience. 

Painstaking care, exact timing 
ind brilliant creative work all 
ontribute to Studebaker’s well- 
rganized advertising program. 
“he Roche, Williams & Cleary peo- 
jle sum up what advertising tries 
o do when they say: “Effective 
\dvertising is indispensable to the 
uccess of our American economic 
ystem. Advertising is the impor- 
‘ant first step in creating the de- 
nand that keeps factories hum- 
;ning—and, in the automobile busi- 
ness, when the assembly lines are 
rolling, jobs invariably are plenti- 
ful and secure.” 

So advertising is important to 
all of us because Studebaker’s cus- 
tomers supply the dollars for 
Studebaker paymasters, and such 
sales promotion helps mightily in 
keeping long lines at the pay win- 
dow. 


Schulte Cigar Store 


Chain Founder Dies 


HoutmpeEeL, N. J.—David A. 
Schulte, 76, founder of the Schulte 
cigar store chain, chairman of Park 
& Tilford and head of Dunhill In- 
ternational, Inc., holding company 
for Alfred Dunhill of London and 
Mary Dunhill, Inc., died at his 
home here July 29. 

Mr. Schulte, at 19, started work- 
ing in the New York cigar store 
of his brother-in-law, Anthony 
Schulte, and at 25 became a part- 
ner in the business. Five years la- 
ter, upon the death of his brother- 
in-law, he assumed control of the 
company and expanded it into a 
chain of more than 300 stores. 
While developing the cigar store 
chain he organized Schulte Real 
Estate Co., at one time one of New 
York’s largest holders of real es- 
tate. 

In 1922 Mr. Schulte bought con- 
trolling interest in Dunhill Inter- 
national and the following year 
assumed control of the wholesale 
grocery concern, Park & Tilford. 
Under his direction, Park & Til- 
ford was developed into one of 
the country’s largest distributors 
and importers of liquors and wines. 
He retired in 1948 as head of the 
Schulte organization, but continued 
to serve as a director. 


RUSSELL S. SIMS 


New YorK—Russell S. Sims, 56, 
vice-president and director of Al- 
bert Frank-Guenther Law, and a 


» former newspaper man, died Aug. 


3 at Belfast, Me., from a heart ail- 
ment while on vacation. 

Mr. Sims, who studied at the 
School of Journalism, University 
of Missouri, worked as a reporter 
or editor for many newspapers, 
among them the Kansas City Star, 
St. Louis Globe-Democrat, St. 
Louis Star, Dallas News, New York 
Tribume, Philadelphia Public Led- 
ger and New York Times. 

He left the Times in 1925 to head 
‘.e news department of Rudolph 

uenther-Russel Law, predecessor 

Albert Frank-Guenther Law. In 

'37 he became vice-president of 

e agency, and two years later 

as elected a director. He was ac- 

re head of the news department 
til 1944 and thereafter gave his 
ention to supervising special ac- 
Cc unts. 
Mr. Sims was a member of the 
blic Relations Society of Amer- 


IC 4, 


—_ 


\. R. WALDEN 


NEw YorK—Van_ Rensselaer 
\ alden, 55, vice-president and a 
© rector of Walden, Sons & Mott, 
t iblisher of Printing Magazine, 
il uper & Paper Products and al- 

2d trade directories, died July 28 

his home in Glen Rock, N. J. 

or several years he headed the 

mpany’s Chicago office while 
published the Ben Franklin 
onthly and Western Printing, 
nee merged with Printing Maga- 
ne, 


MADELEINE DENMEAD 


HoLLywoop—Madeleine Den- 
mead, assistant office manager for 
Young & Rubicam here, died July 
23 after a brief illness. She had 
been with Y&R in San Francisco 
and Hollywood for the past six 
years. 


SAMUEL W. TAYLOR 


STAMFORD, CONN.—Samuel W. 
Taylor, publisher of Rider and 
Driver, died Aug. 3 at his home 
here. 

In 1882, Mr. Taylor joined the 
staff of the New York Herald as 
a political reporter. In 1890, he 
founded Rider and Driver, which 
he edited until his death. 


Promotes Brake Lining 


Russell Mfg. Co., Middletown, 
Conn., has scheduled spreads in 
automotive trade publications and 
started a sales promotion campaign 
to assist dealers in marketing its 
Fused Fabric brake lining. Ads 
emphasize the safety of effective 
braking on the more powerful 
postwar cars. 


Sierra Candies Will Get 
Expanded Fall Campaign 


Sierra Candy Co., San Francisco, 
plans an expanded fall advertising 
campaign for its Sierra chocolates 
and candies, using newspapers, 
spot radio in special markets, store 
displays and other dealer aids in 
11 western states. 

Ads will run in 22 western pa- 
pers and dealers will be offered 
spot radio announcements, news- 
paper mats, special holiday ads, 
facsimile package mats and win- 
dow posters. Robt. B. Young Ad- 
vertising Agency handles the ac- 
count. 


Names Frank Barmore 

Landers, Frary & Clark, New 
York, manufacturer of household 
appliances, has named Frank Bar- 
more assistant sales manager of 
the electric range division. For 
several years Mr. Barmore repre- 
sented the major appliance division 
in sales and promotion. 


Pierce Joins ‘Charm’ Statf 


James R. Pierce has joined the 
advertising sales staff of Charm, 
New York. 


Agencies Exchange Services 


Donahue & Coe, New York, and 
William Kester & Co., Los Ange- 
les, have completed an arrange- 
ment whereby the creative and 
contact departments of both agen- 
cies’ home offices will be used 
to service independent motion pic- 
ture and commercial accounts. 


Takes Full-Color Ads 


The Montreal Standard has be- 
gun printing its magazine section 
in rotogravure and can now handle 
four-color ads. Rate for a four- 
color page is $1,100. Color ads have 
a six-week deadline before publi- 
cation. 


Holeproot Promotes Hoick 


Charles A. Hoick has been pro- 
moted from marketing director of 
the men’s socks division of Hole- 
proof Hosiery Co., Milwaukee, to 
general sales manager. 


Rumrill Agency Moves 


Charles L. Rumrill & Co., Ro- 
chester, N. Y., has moved its of- 
fices to larger quarters at 339 
East Ave. 
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NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


You step right in to 7% out of every 10 
homes in Bayonne when you advertise in 
THE BAYONNE TIMES. There is no compe- 
tition, and no other combination of papers 
can sell Bayonne because THE BAYONNE 
TIMES gives complete coverage. 93% 
Home Delivered. 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., W. Y. + 228 W. LaSalle St., Chicage 


One test of a fine printing paper is its 
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That's where pick-resistance counts .. . 


papers excel. For in I 
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Add this important printing quality to Level 
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printing paper, 
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the paper 


For the margin of 


eveleoat, a special combination of coating materials 


_ runability. You then see why, in choosing any 


it’s wise to look at Levelcoat. 


that distinguishes your printing. 


that distinguishes your printing... 


ability to reproduce brilliance 
and where Levelcoat* printing 


ance to an exceptional degree. 


coat brightness . . - 
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Rotofect m; 
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Levelcoat papers are made in these 


grades: Trufect . 


Multifect*, and 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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‘Los Angeles 
Independent’ 
Dies Suddenly 


(Continued from Page 1) 
Luce and 54 other big name busi- 
ness men, began operations in May, 
1948, with the purchase of seven 
neighborhood newspapers in the 
Los Angeles area. Last January 


the company bought the Downtown 
Shopping News and in April began 
publication of the Independent in 
ten community editions, each with 
50,000 circulation. 


a The suspension was announced 
by James Parton, editor and pub- 
lisher, with the following state- 
ment: 

“Suspension of the ten com- 
munity editions of the Los An- 
geles Independent is due to only 
one factor—shortage of working 
capital. In every other respect 
this unique experiment in decen- 


Homestake Gold Mine 


KKK KKKKKKKKKE 
% 5 Years Later...1881 * 
* THE FIRST ISSUE OF % 
* THE DAKOTA FARMER * 
WAS PUBLISHED * 
KKK KKK 


++e 


In the Autumn of 1876, Moses ~~. 
Manuel, a poor but hard work- 

ing prospector, discovered the 
Homestake Lode, not too far 


= 


from what is now the city of 


Lead, South Dakota. So rich was this deposit of ore, 


the Homestake mine has remained one of the world’s 
largest gold mines until the present day. 


1881 


five years later—the first issue of The 


DAKOTA FARMER was published, thus beginning 
a period of service to Dakota farmers that was to 
establish it as the accepted and preferred magazine 


of the Dakotas. 


TODAY; the Dakota Farmer is the TOP SALESMAN 
in the Dakota Market... Over 100,000 Dakota farm 


families——70% 


of all farmers in the Dakotas TODAY—- 


read and respond to DAKOTA FARMER advertising. 


‘The DAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA : 


| Dakota ‘2° Owu Magazine 


"J.P. MALONEY, Advertising Manager 


tralized metropolitan journalism 
has proved valid. 

“Since our zoned operation be- 
gan in mid-April, advertising lin- 
age has risen to a higher total 
in each succeeding week. The 
trend was unmistakable but the 
growth slower than we anticipated. 
This was due in part to the fa- 
miliar difficulty of indoctrinating 
advertisers with a new concept, in 
part to the current slump in bus- 
iness conditions generally, and in 
part to the summer lull which 
characterizes all advertising in 
this area. The present trend would 
take us to a healthy profit this 
fall but we lack the cash to carry 
the operation until then. 


as “This whole venture was ap- 
proached on a shoe-string prin- 
ciple. Instead of the millions which 
normally go into the launching of 
a major newspaper, our stock- 
holders put up only $360,000. Two- 
thirds of this went into the pur- 
chase of the various newspapers 
we acquired. With the remaining 
small stake plus credit from var- 
ious interested groups, the Inde- 
pendent grew in the space of 14 
months from 40,000 circulation to 
500,000 twice weekly. Our staff 
grew from 30 to more than 200 
full-time employes plus 1,800 car- 
rier boys. Our monthly gross grew 
from $30,000 in May, 1948, to over 
$200,000 in July, 1949. 

“Surveys, reader response, ad- 
vertising results and every other 
measuring stick proved the under- 
lying soundness of the principle 
of localizing news and advertising 
to fit this uniquely decentralized 
city. But our war chest was too 
small. 

“When the cash shortage became 
apparent six weeks ago, additional 
financing was sought and ap- 
peared to be forthcoming. At the 
last minute it failed to materialize. 
We therefore have no choice but 
to disband our fine staff and cease 
publication.” 


a Neither Mr. Parton nor any 
other stockholder of Los Angeles 
Independent Publishing Co. re- 
portedly owned more than 10% 
of the company’s stock. Stockhold- 
ers reportedly included Henry R. 
Luce, principal owner of Time, 
Inc.; James Linen, publisher of 
Time; Charles L. Stillman, vice- 
president of Time, Inc.; Artemus L. 
Gates, New York banker; Samuel 
G. Meek, vice-president of J. Wal- 
ter Thompson Co. (both directors 
of Time, Inc.); Leonard K. Fire- 
stone, president, western division, 
Firestone Tire & Rubber Co.; Da- 
vid Loew of Enterprise Produc- 
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A-! COMPOSITION COMPANY 
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HOW TO GET | 


A HUSBAND | 


Sure-fire tips to girls in 


“HELP FOR 
HUSBAND 
HUNTERS” 


wevss (‘Oronel 


| NOW ON SALE ~ 


SURE FIRE TIP—Lovable Brassiere Co. and 

Coronet seem to be lending aid to hus- 

band hunters in this combination in 
the Atlanta Journal. 


tions, and about a dozen others 
(AA, Jan. 10). 


a Demise of the Independent came 
shortly after it had retained Mar- 
ket Research Corp. of America, 
New York, to conduct an area 
newspaper readership survey. The 
paper had been searching for a 
future survey pattern to be used 
on a continuing basis. It hoped 
for a kind of “Hooperating” to 
prove that its 500,000 free circula- 
tion represented both coverage and 
readership. 

Mr. Parton, who formerly was 
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promotion manager of Time-Life 
International, recently said that 
while the Audit Bureau of Cir- 
culations is a “great device,” con- 
ditions in the free distribution 
field are more similar to those 
in radio and television. 

Plans had called for adding two 
more editions of 50,000 circulation 
each this fall, bringing total cir- 
culation to 600,000. Average is- 
sues recently have carried five 
pages of national advertising. The 
multiple editions were offered as 
a vehicle for copy testing or lo- 
ealized tie-ins. Frigidaire, Hud- 
son and other dealer groups had 
used the paper. 

Mr. Parton recently pointed out 
to AA that he did not consider 
the Independent’s type of pub- 
lication particularly feasible for 
other major markets, such as New 
York and Chicago, because they 
do not have the numerous de- 
centralized market areas that Los 
Angeles has. 


Harry Vogt. Walden V. P. 
and Western Manager, Dies 


Cuicaco—Harry P. Vogt, 55, 
vice-president and western man- 
ager of Walden, Sons & Mott, died 
of a heart attack in his office here 
Aug. 3. Mr. Vogt, a former editor 
with International News Service 
and advertising salesman, joined 
Walden six years ago. Two years 
ago he established the western of- 
fice in Chicago for the company, 
which publishes Printing Maga- 
zine and Paper & Paper Products. 

His death came less than a week 
after that of Van Rensselaer Wal- 
den, also a vice-president of the 
company, in Glen Rock, N. J. (See 
Page 51). 


Drive Set for New Pen 


Autopoint Co. has scheduled pro- 
motion for its new $1 replaceable 
cartridge ball point pen. Collier’s, 
Fortune, Nation’s Business, News- 
week, the Latin American and 
Atlantic overseas editions of Time, 
and U. S. News & World Report 
and publications in the stationery 
field are scheduled. The company 
has expanded its operations to 
include leather gifts, indexes, ash 
trays and letter openers. Ruthrauff 
& Ryan, Chicago, has the account. 


McKim Adds Shoe Account 


McKim Advertising, Toronto, 
has been appointed to handle ad- 
vertising for Lashbrook Shoe Co., 
Preston, Ont. A fall campaign on 
shoes for teen-age girls will in- 
clude ads in trade publications, 
magazines and newspapers in ma- 
jor markets. 


812 W. VAN BUREN STREET 
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DuMont Yanks 
Macy Franchise; 


Sues on TV Cuts 


New YorK—Allen B. DuMont 
Laboratories’ suit to restrain R. H. 
Macy & Co. from advertising and 
selling DuMont television receivers 
at cut prices is scheduled to be 
neard at 10 a.m. today (Monday) 
in New ‘York supreme court. 

Legal action was instituted 
against Macy’s after the store ran 
newspaper ads in New York dailies 
offering DuMont’s set at 20% off. 
An interim stay signed Aug. 3 by 
Justice Samuel Dickstein of the 
supreme court bars the store from 
offering DuMont sets for sale 
pending the hearing. 

Awarded a dealer franchise 
about a month ago, the department 
store reportedly sold the DuMont 
sets at less than list price from 
the beginning. As a result of these 
practices which were “inimical to 
the best interests of the plaintiff 
(DuMont) and its dealers and 
distributors,” the store received 
DuMont’s written notice on July 
25 of the termination of its dealer 
franchise as of Aug. 5. 


s In his affidavit Ernest A. Marx, 
general manager of DuMont’s re- 
ceiver sales division, said Macy’s 
attempted to persuade him to re- 
scind the notice of termination 
and ran the “20% off” ads when 
he refused. He said the defendant 
(Macy’s) had made “net purchases 
from the plaintiff from last July 5 
to date of only 36 DuMont tele- 
vision receiving sets.”’ One set ad- 
vertised for sale—the Manchu— 
was not included in the purchases 
made from DuMont, he stated. 

“It appears that by taking orders 
in the volume at which the de- 
fendant has been taking orders for 
future delivery of DuMont tele- 
vision receiving sets, it can only 
fill such orders by purchasing sets 
from DuMont dealers and distrib- 
utors,” the affidavit continued. 

DuMont has disfranchised 
eight or ten dealers for price cut- 
ting in the past, but this is the 
first instance of legal action to 
protect the manufacturer’s price 
structure. 


= Macy’s advertised assertion on 
Aug. 3 was: “Macy’s has a wide 
selection of DuMont television sets 
on which we’ve hacked prices as 
much as $268 since last night. 
Macy’s will continue to have a 
wide selection of DuMont tele- 
vision sets. Macy’s saves you even 
more—a full 20% more than yes- 
terday.” 

Since then the company’s only 
‘omment on the situation came 
from David L. Yunich, vice-presi- 
lent of Macy’s, who said: “We did 
not violate the agreement. Macy’s 
does not break contracts. As we 
stated in our advertisement on 
Wednesday, we are offering and 
lan to continue to offer DuMont 
elevision sets.” 

Thursday night Macy’s had signs 
ip in the TV department informing 
‘ustomers: “DuMont television sets 
old out.” Phoned queries on Fri- 
lay elicited the same response. 


Syster Bureau Is Set Up 


Oyster Institute of North Ameri- 
‘a, New York, has established an 
information bureau to prepare and 
distribute recipe books, and edu- 
cational and informational mate- 
rial on oysters and the oyster in- 
dustry. A. E. Kessler, who heads 
his own public relations firm at 
20 E. 35th St., New York, will di- 
rect the bureau from his offices. 


Joins ‘American Girl’ 

Mrs. Eleanor H. Cragin has 
joined the sales staff of American 
Girl, New York. She was formerly 
with A. M. Wilcox, New York pub- 
lishers’ representative. 


Last Minute News Flashes 


Harvey Howells Takes Ted Bates Post 


New YorK—J. Harvey Howells, formerly advertising manager of 
Standard Brands, and before that with P&G, has joined Ted Bates, Inc., 


as account executive. 


Erikson Moves from K&E to McCann 


New York—Leonard F. Erikson, who resigned last week as vice- 
president and radio-TV director of Kenyon & Eckhardt, has joined Mc- 
Cann-Erickson as vice-president and general executive. 


Irish Linen Guild to Donahue & Coe 


New YorKk—lIrish Linen Guild has selected Donahue & Coe, New 
York, to place linen promotion, beginning in September, in consumer 
magazines, including Life. No definite schedules have been drawn. 
Elliot & Nelson, Norwalk, Conn., formerly handled the account. Grant 
Advertising, New York, places guild advertising overseas. 


Ewell & Thurber Gets Bausch & Lomb Account 


RocHESTER—Bausch & Lomb Optical Co. has appointed Ewell & 
Thurber Associates to handle its national advertising and merchandis- 
ing program, effective Sept. 1. The account will be serviced by the 
agency’s New York office, with Steve Mudge as account executive. The 
company’s technical and trade publication advertising will continue to 
be handled by Ed Wolff & Associates here. 


Life International Raises Discounts for Frequency 


Ngw YorK—Life International will reduce existing 13 and 26-time 
rates by approximately 4% with the Sept. 12 issue, and will institute 
a 7-time frequency discount. The 7-time discount rate will be the same 
as the present 13-time rate, the new 13-time rate the same as the pre- 
sent 26-time rate, and the new 26-time rate will be 12% below the 
one-time charge, which remains unchanged at $2,500 for a b&w page. 


Anthracite Industry Steps Up Ad Frequency 


New YorK—Finding consumers slow to buy despite a continuing 
“fill-up” campaign, Anthracite Institute is stepping up its August drive 
to include weekly instead of semi-monthly insertions in 81 newspapers 
in 58 cities in the Middle Atlantic states, New England, and Canada. J. 


Walter Thompson Co. is the agency. 


Heatilator Switches; Other Late Developments 


Heatilator, Inc., Syracuse, has switched its account from A. A. Barlow 
Inc., Syracuse, to Batten, Barton, Durstine & Osborn, Buffalo...TV 
network time expenditures for July dropped to $721,336 from the June 
figure of $936,087, N. C. Rorabaugh Co. reports. Forty-two national ad- 
vertisers sponsored 52 network shows in July; 54 sponsored 68 in June. 
Billings on all networks, January-July, totaled $5,195,401... General 
Foods Corp. will offer a ball point pen for 15¢ as a premium with Bliss 
coffee in September. The offer will be supported in areas where Bliss 
is sold, with newspapers, spot radio, and grocer displays. Benton & 


Bowles, New York, is the agency.. 


. Herbert J. Donohoe, formerly on 


Parade’s sales staff and advertising director of Dell Publications, has 
been named to the newly-created post of eastern advertising manager 
of Argosy... Ford Motor Co. is offering all dealers a 12-page “busi- 
ness card,” 24%4x4”, the front of which is a conventional business card. 
Other pages illustrate all Ford models in full color. 


Zenith Asks FCC 
Okay on Chicago 
Phonevision Test 


WASHINGTON—Zenith Radio 
Corp. asked the Federal Communi- 
cations Commission Thursday for 
permission to test its Phonevision 
in the Chicago area. 

Zenith proposes to supply special 
receiving equipment to 300 sub- 
scribers served by the Lakeview 
exchange of the Illinois Bell Tele- 
phone Co. 

During the test, television signals 
broadcast by Zenith’s experimental 
station W9XZV could be “un- 
scrambled” only with the addi- 
tion of a signal supplied through 
telephone lines. 

Zenith believes Phonevision will 
lead to a subscription television 
service which will clear the way 
for television broadcasts of first 
run films, plays and other special 
events. 


Pal Blade Barrage 
Starts Next Month 


New YorK—The opening gun 
of the Pal razor blade advertis- 
ing barrage opened in the Aug. 5 
issue of Collier’s with a full-page 
ad featuring the Pal Blade Co.’s 
new hollow ground blades in a 
new plastic Zipak dispenser. Full 
pages will appear this week in 
Life and The Saturday Evening 
Post. 

These ads will be followed later 
this month and early in Septem- 
ber by two half-pages in each of 
the three weeklies, which also 
will carry spreads in the middle 
of September, full pages early in 
October and five more half pages 
irregularly until the first of De- 


cember. 

In addition, 250-line ads will 
be used in 223 newspapers, coast 
to coast, every two weeks during 
September and October; ads will 
appear in 50 college papers and 
eight racing dailies during -.the 
same months, and the ABC tele- 
vision network will present, until 
the middle of November, the “Pal 
Headliner,” a five-minute show 
which follows the Time-Life Ei- 
senhower story, “Crusade in Eu- 
rope.” 

This is the most extensive ad- 
vertising campaign ever under- 
taken by the Pal Blade Co., ac- 
cording to Paul Christian, the 
company’s sales director, and 
“probably the biggest campaign 
ever run on blades exclusively in 
the history of the industry.” 

Al Paul Lefton Co. handles the 
account. 


PERSONNA TO START 
SECOND 2-FOR-1 SALE 


New YorkK—Personna Blade Co. 
will launch its second annual two- 
for-one sale of blades in mid- 
September, backed by magazine 
and newspaper advertising. 

Otto E. Kraus, president of the 
company, disclosed that 1948’s one- 
month sale sold more blades than 
in the whole year of 1947. 

Customers are offered either 
two packs of five blades each for 
50¢ (usual price, $1), or two pack- 
ages of ten blades each—packed 
in the company’s Zipak container, 


which it promoted aggressively 
this year—for $1 (usual price, 
$2). 


The deal will be advertised in 
full pages in Life and The Satur- 
day Evening Post, and with 500- 
line advertisements in metropoli- 
tan newspapers. 

J. D. Tarcher & Co. is the agency. 


CBS Plans Heavy 
Newspaper Drive 
for Fall Shows 


New YorK—Columbia Broad- 
casting System is determined that 
nobody shall be unaware of who- 
can-be-heard-when on CBS this 
fall. Promotion will feature all 
nighttime commercial attractions 
on the network. 

Starting the middle of August, 
the advertising department will 
begin executing its carefully 
planned schedule, timed on a day- 
to-day basis, to permit inclusion 
of all talent in newspaper or air 
plugs or both. 

All Columbia names will get 
billing during a 14-page color cam- 
paign in Look. The network is 
not de-emphasizing the top raters 
like Jack Benny and Arthur God- 
frey, but it is working on the 
theory that “if a show is good 
enough to be in the line-up, it’s 
good to have the public know about 
ig 


ws Timed with programs’ return 
to the air after a summer vaca- 
tion will be newspaper ads re- 
minding listeners that the regulars 
are back. Louis Hausman, director 
of sales promotion and advertis- 
ing, explained that the network 
is attempting to synchronize the 
dates df return wherever possible. 
For example, Lever’s big three, 
“Lux Theater,” “My Friend Irma” 
and Arthur Godfrey, will be 
plugged in ads in major cities, 
along with “Inner Sanctum” and 
Bob Hawk, on Aug. 29 when the 
soap maker’s programs start the 
fall season. 

CBS will pay the cost for this 
fall newspaper drive in some 40 
or 50 key cities, including, of 
course, those in which its owned 
and operated stations are located. 
In addition, affiliates are expected 
to use newspapers to tell their 
listeners about the new fall line- 
up, with the many stars acquired 
from ABC and NBC. Among them 
are Bing Crosby, who will rate a 
big promotion send-off of his own 
from Chesterfield; Edgar Bergen, 
to be welcomed with equal fan- 
fare by Coca-Cola; Red Skelton, 
Groucho Marx and George Burns 
and Gracie Allen. 


ws Many CBS artists have recorded 
spot announcements, around which 
the network will build its satura- 
tion on-the-air campaign. Time 
on sustaining programs will be 
used to sell the commercial shows. 
McCann-Erickson is the network’s 
agency. 

Also aiding Columbia in getting 
off to a rolling start in the fall 
will be Radio Mirror, which is de- 
voting its October issue exclusively 
to CBS shows. 

The network’s latest station 
break plug is “Stay tuned to CBS 
for consistently better listening.” 


Fall Promotion Scheduled 
for Oneida Silverware 


Oneida Ltd., Oneida, N. Y., will 
launch a campaign next month 
for Heirloom sterling, using full- 
color insertions in Better Homes & 
Gardens, Bride’s Magazine, Har- 
pers Bazaar, House Beautiful, 
House Beautiful’s Guide for the 
Bride, House & Garden, Living for 
Young Homemakers and Vogue. A 
similar campaign will begin in 
September for Rogers silverplate, 
including a merchandising pro- 
gram featuring a new storage 
chest. 

Magazines on the Rogers sched- 
ule include Experiences, Life, 
Look, Motion Picture, Movie 
Story, Photoplay, Redbook, True 
Confessions, True Love Stories, 
True Romances and True Story. 
J. Walter Thompson Co., New 


York, is the agency. 
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Lever Buys ‘Clock’ 
on NBC Television 
for All Products 


CAMBRIDGE, Mass.—Lever Broth- 
ers Co. has bought the NBC tele- 
vision mystery sustainer, “The 
Clock,” and will sponsor it for all 
major products once a_ week, 
Wednesday, 8:30-9 p.m., EST, 
starting Oct. 5 through J. Walter 
Thompson Co. “The Clock” is 
produced by Fred Coe and directed 
by Laurence Schwab Jr. 

Lever thus becomes the third 
of the soap industry’s big three 
to have a regular network TV 
program. Procter & Gamble spon- 
sors “Fireside Theater’ on NBC 
Tuesday nights through Compton 
Advertising, and Colgate-Palm- 
olive-Peet has “Colgate Theater” 
on NBC Monday nights through 
William Esty Co. 


a “The Clock” also emphasizes 
Lever’s trend to give “family sup- 
port” to individual products, started 
a couple years ago with the line, 
“Another Fine Product of Lever 
Brothers Co.,” and developed in a 
current magazine and newspaper 
campaign with Westinghouse Elec- 
tric Corp., offering a $2 saving on 
purchase of Westinghouse appli- 
ances. 

For two box tops or wrappers 
from Lever products, mailed to 
“Lever Home Values Club,” Box 
441, New York 46, N. Y., the send- 
er receives a certificate worth $2 
on a Westinghouse appliance. This 
campaign is conducted jointly by 
J. Walter Thompson Co., for Lever, 
and Fuller & Smith & Ross, for 
Westinghouse. 

Following the recent switch of 
Surf synthetic detergent to N. W. 
Ayer & Son and of Swan toilet 
soap to Batten, Barton, Durstine 
& Osborn, Lever Brothers now has 
10 advertising agencies for dif- 
ferent products in its $20,000,000- 
a-year advertising program. 


a Thompson also handles Lux 
flakes, Lux toilet soap and Rayve 
shampoo; Federal has Breeze 
synthetic detergent and Harriet 
Hubbard Ayer cosmetics; Foote, 
Cone & Belding, Pepsodent; Ruth- 
rauff & Ryan, Rinso, Spry and a 
new cake mix, as yet unadvertised; 
Sullivan, Stauffer, Colwell & 
Bayles, Lifebuoy soap and Silver 
Dust; Tatham-Laird, Chicago, 
John F. Jelke food products; and 
Young & Rubicam, Lipton’s tea 
and soup mixes. National Export 
Advertising Service handles over- 
seas advertising for various Lever 
products. 

Cowan & Dengler, New York, is 
agency for Pear’s soap, recently 
reintroduced in this country after 
an absence of nine years. This 
product is imported direct from 
Lever Brothers’ parent company, 
Unilever Ltd. of England, and its 
United States distribution is 
handled by Schieffelin & Co., New 
York. 


Sloan's Plans Ad Drive, 
Offers ‘40-Plus’ Deal 


Standard Laboratories, Inc., New 
York, is offering dealers a “40- 
Plus” profit deal, ending Sept. 
30, on its Sloan’s liniment and 
balm and will back the products 
with a fall campaign using space 
in 90 newspapers from coast to 
coast. 

The ad theme will be repeated 
in counter merchandisers offered 
stores. Kiesewetter, Wetterau & 
Baker handles the account. 


Expand Newspaper List 


Breyer Ice Cream Co., Phila- 
delphia, has added 90 newspapers 
in medium-size and small com- 
munities to its regular list of 87 
papers in eight eastern states and 
the District of Columbia, for an 
eight-week campaign. Breyer’s ice 
cream will be advertised in 400 
and 200-line copy, with one ad 
running each week. McKee & Al- 


bright is the agency. 
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Explains Employe Relations 


A manual for employers, “Em- 
ploye Communications for Better 
Understanding,” has been issued 
by the National Association of 
Manufacturers. The 30-page book- 
let gives practical suggestions to 
help employers learn what their 
employes want and to keep the 
workers more adequately informed 
about policies, plans and opera- 
tions of the company. 


Two Name Edwards Agency 


U. S. Washmobile Corp., manu- 
facturer of an automatic car wash 
machine, and Mansion House Fur- 
niture Co., Los Angeles, manu- 
facturer of modern tables, have 
retained Edwards Agency, Los 
Angeles, to handle their advertis- 
ing. In addition, the agency has 
announced the launching of a 
house organ, “Ad Words from the 
Edwards Agency.” 


Now — for the first time — comic- 
section color ads are available in 
the wealthy Quad-City market! Lil 
Abner . . . Flash Gordon . . . The 
Lone Ranger . . . eight full pages 
of America's favorite comic strip 
characters will carry your message 
in four-colors in The Democrat and 
Leader. The Democrat is the only 
Sunday newspaper published in the 
entire Quad-City area. Ever-popu- 
lar comics in the Democrat will 
mean extra circulation for your 


black and white ads too. 


iil help you find new 
wealth in the Quad-Cities. 


Write for Partieutars/ 


THE DAVENPORT NEWSPAPERS 


/ Democrat & 
Davenport, lowa 


> m)\ N 


SS. 
= 


‘Where else could you get a set of plates this time of night . .. 
but Lake Shore Photo Engraving Co.?”’ 


Make production life smoother .. . call 


LAKE SHORE 
PHOTO ENGRAVING CO. 


We, too, can give you flush mounted plates 
160 E. Illinois St., Chicago 11 » Phone SU. 7-8216 * Day, Night and Saturday Service 


Novel Co-op Ad 
Launches Sale 
by Drug Stores 


(Continued from Page 1) 
sociation doesn’t qualify for a low- 
er rate than the national one, but 
points out that the higher cost 
(compared with the usual com- 
pany-retailer co-op local scale) 
is more than justified because of 
these advantages: Distribution 
throughout the area will be im- 
mediate and effective, and store 
promotion among the independents 
will be much more extensive. 

No standards have been set to 
determine the amount to be spent 
by manufacturers, since some ar- 
range for ad allowances on a per- 
centage of sales, others on a per 
cent basis. One of the conditions 
of agreements with manufacturers 
is that Allied Advertising places 
the copy; its commissions will pay 
for the over-all supervision and 
coordination of the program. 

It is relatively simple for a 
manufacturer to work out a co-op 
advertising and promotion pro- 
gram with the chains, but it may 
take a prohibitive amount of time 
and money to reach all the inde- 
pendents, Mr. Sterling pointed out. 
The jobber can’t devote too much 
time to any one product, and often 
can point only to the cooperative 
advertising of one of the chains 
when a druggist asks how the item 
is being promoted. The independ- 
ent is reluctant to chip in with 
display space and other store pro- 
motion when the chains are ad- 
vertising the same product ex- 
tensively. 


a Agreements signed by the drug- 
gists declare that “we pledge our 
full cooperation and agree to stock 
and properly display the product 
of any manufacturer which has 
been approved by the advertising 
and distribution committee” of the 
association. Participating members 
will display decals and other pieces 
in their stores to indicate mem- 
bership in the group. 

Full information about each pro- 
gram is to be sent to members, in- 
cluding ad reprints and any other 
material the manufacturer wants 
the druggist to have. The manu- 
facturer bears this expense. In 
addition, the 75 jobber salesmen 
of the three drug wholesalers will 
distribute reprints, cooperate in 
setting up displays, etc. With the 
combined sales force, it is esti- 
mated the territory can be covered 
and effective distribution reached 
within a week, compared with 60 
to 90 days required when contact- 
ing is done by the limited number 
of a single manufacturer’s repre- 
sentatives. 


Premiums, Ad Specialties 
Show Set for Sept. 26-30 


The annual Premiums & Adver- 
tising Specialties Exposition, spon- 
sored by the Premium Advertising 
Association of America and New 
York Premium Club, will be held 
Sept. 26-30 in the 7lst Regiment 
Armory. 4 

All available booth space has 
been sold, according to Arthur 
Tarshis, exposition manager, and 
more than 5,000 buyers are ex- 
pected to view more than 175 ex- 
hibits. 


Schedule Apparel Shows 


The California Apparel Creators 
have set the week of Sept. 19-23 
as the date for California cruise 
and resort wear openings in Los 
Angeles. It will include showings 
of all manufacturers who make 
cruise and resort lines. 


To Winius-Drescher-Brandon 

Deep Rock Oil Corp., Tulsa 
and Chicago, has appointed Win- 
ius-Drescher-Brandon, St. Louis, to 
direct its advertising. 


To Kal, Ehrlich & Merrick 


The Washington, D. C., Automo- 
tive Trade Association has named 
Kal, Ehrlich & Merrick Advertis- 
ing, Washington, to handle its ad- 
vertising. Newspapers, television 
and radio will be used. The first 
ads will discuss how the District 
of Columbia’s new sales tax will 
affect the automotive trade in the 
District of Columbia, Maryland 
and Virginia. In February, ads will 
promote the Washington, D. C., 
Automobile Show. 
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Publishing House Names Four 


Dean M. Clark has been elected 
president of Grain & Feed Journals 
Consolidated, Inc., Chicago, pub- 
lisher of Grain & Feed Journals 
Consolidated, succeeding M. D. 
Clark, who has been named to the 
newly created post of chairman of 
the board. Newton C. Evans, ed- 
itor, L. Sherrill Chapman, adver- 
tising manager, and Charles D. 
Clark, business manager, have 
been named vice-presidents of the 
company. 


Brier Facts 


TO HELP YOU APPRAISE 
OUR SUNDAY VISITOR-REGISTER UNIT 


1. What is Our Sunday Visitor-Register Unit? 
It is the combination of the “Visitor” and “Register,” the 
two largest religious papers, which together reach 25% 
of the Catholic Market in the United States. 


2. What is its circulation? 


1,253,452 ABC net paid weekly. 11,243 local parish priests 
and 159 bishops and archbishops actively “push” these 
papers by urging their people to buy and read them. 


3. Who are the readers, and why? 
For over 35 years Catholics have turned to these papers, 
seeking news, information, inspiration and guidance in 
the practice of their Faith. They read these pages with 
confidence and respect. 


4. Where do these readers live? 
68% live in the 13 states where 67% of all retail sales 
are made. 
46% live in cities of 100,000 population and over. 
73% live in their own homes. 


5. What are some other facts about these 1,253,452 families? 
These families are larger, averaging 5.0 persons as 
compared with 3.8 persons in the average family in the 
United States. 

24.8% of all births in U.S. in 1947 were Catholic; there 
were 27.3 births per thousand population in U.S. but 34.8 
births per thousand Catholic population in U.S. 

71.9% of these 1,253,452 families are 35 or under. 51.5% 
are in the $3000-5000 annual income bracket. 


6. What are the advertising rates for this “unit? 
The open rate is $3.60 a line; contract rates as low as $2.80. 


PUBLISHERS REPRESENTATIVES 


C. D. BERTOLET & CO., INC. * 30. N. DEARBORN ST. * CHICAGO 2, ILL. 


Qur Sunpay Visitor-Recister Unit 


COLOR 
PROCS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced regularly for the lead- 
ing advertising agencies, that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-] Service—Ad setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order—a 
definite saving of your TIME, TROUBLE and MONEY. 
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Makers of 16mm. 
Movie Equipment 
See TV as Help 


(Continued from Page 1) 
tae class is ready for them, whereas 
it is difficult to schedule a TV 
program at a time when all classes 
in a city will be in a most recep- 
tive mood. 


s Producers of 16 mm. motion 
pictures were probably most will- 
ing to embrace video of any group 
represented. In general, they rea- 
soned that the 16 mm. projectors 
already sold will be used. In addi- 
tion, the demand for program ma- 
terial by television stations has 
created a new and fairly steady de- 
mand for the 16 mm. product. 

This new source of revenue per- 
mits producers to budget from 
$25,000 to $30,000 for a film, 
whereas they previously have been 
limited to budgets of from $5,- 
000 to $15,000 for the same length 
movie. Production standards, con- 
tent and acting, therefore, can be 
tremendously improved. 

Encyclopaedia Britannica Films, 
for example, is producing a series 
of five comparatively big budget 
movies on Thomas Jefferson, 
James Fenimore Cooper, Benja- 
min Franklin, Washington Irving 
and Henry Wadsworth Longfellow. 
The filming is being done in Hol- 
lywood by Emerson Studios, which 
holds TV rights. 

Encyclopaedia Britannica retains 
distribution rights to all channels 
except video. As a result, the bud- 
get is double what either Britan- 
nica or the television producer 
could afford to spend alone. 


s Last year, as the four groups 
met for their convention, they faced 
a serious production problem. At 
that time, approximately 100,000 
16 mm. projectors were in the 
hands of churches, schools, clubs 
and in private homes. At the same 
time, the industry’s projector pro- 
duction capacity had reached 100,- 
000 annually. 

Somehow, in the interim, manu- 
facturers have managed to sell 75,- 
000 projectors, and three or four 
new projector manufacturers have 
entered the field this year. The 
crisis appears to be over, tempo- 
rarily at least. 

Whereas last year there were 
150,000 self-equipped audiences 
(several groups often use one ma- 
chine), today there are about 250,- 
000 such audiences. Last year, 
schools had 30,000 projectors. This 
year they have 60,000. Last year, 
churches had 12,000 projectors. 
They have 20,000 now and only 
one-fifth of the church market 
has been saturated. 

The 16 mm. film medium has 
received increasing attention from 
aivertisers, since movie audiences 
ave “captive” for the duration of 
t.e sponsored film. Several movies 
r leased by advertisers this year 
hive been shown to 20,000,000 peo- 
p e, an unheard of figure two years 
a 10. 


® Most important of all, the cost 
® showing such movies has 
d opped sharply in the past three 
y ars. In former years, advertis- 
€ s who made sound movies had 
t spend about $20 to show a film 
t a group of about 50 people, 
snee they had to supply screen, 
t -ojector and projectionist. 
With a larger number of pro- 
‘ctors, the distribution setup also 
!as changed. Today, organizations 
ich as Modern Talking Picture 
ervice, with offices in major 
ties, will take over several hun- 
‘ed prints of a movie and sched- 
e showings in each area to se- 
ire maximum use and penetra- 
‘on of a film, in shortest time, 


and at a cost as low as one cent 
per person. 

Thus, instead of getting a maxi- 
mum of two showings per print per 
month (allowing for shipping time 
to and fro), revised distribution 
methods have achieved an average 
of four or five bookings monthly, 
and more in many cases. 


ws Even though such movies de- 
mand, and get, an audience’s com- 
plete attention for 20 to 30 min- 
utes, they must be good, useful 
and in accord with facts. 

In recent months, there has been 
a distinct trend in 16 mm. spon- 
sored production toward movies 
which entertain, instruct or inform 
with a bare minimum of commer- 
cial material. Advertisers have 
found that church and school au- 
diences are reluctant to schedule 
films unless they are sure that 
the only “advertising” is a note 
indicating the company “present- 
ing” the movie. Thus the medium 
has, in effect, become a public re- 


lations rather than an advertising 
tool. 

There was other evidence at the 
meeting to indicate that the 16 
mm. movie industry will continue 
to increase in stature and stability. 
A number of trade associations 
(American Institute of Laundering, 
Portland Cement Association, and 
American Bankers Association, for 
example) have developed several 
series of local film programs for 
members,- based on the availabil- 
ity of projectors. 


# Such programs are being used to 
present latest sales promotion and 
merchandising kinks, up-to-the- 
minute reports on business trends 
and other information of interest 
to members. 

Also during the convention, a 
number of speakers noted the 
growth in U. S. population in the 
past ten years in terms both of an 
increased adult potential, and an 
increased school potential. 

Indications of the size of the 


future market are suggested by 
Oklahoma’s $400,000 appropriation 
for the next two years for visual 
education equipment in that state’s 
schools alone. During the preced- 
ing two years, the state spent 
$200,000 on such equipment. 

And last year, approximately 40 
public libraries had _ established 
film distribution centers. This 
year, libraries in about 100 cities 
have film libraries worthy of the 
name. 


To Publish Seven Days 

The Morning News, Florence, S. 
C., begins publishing seven days 
a week starting today, Aug. 8. Pre- 
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viously the paper omitted Monday 
editions. 


iF YOU WANT 


SELLING 
COPY | 


® use an experienced @ 


* MAIL ORDER? 
ADVERTISING AGENCY 


ARTWIL COMPANY 


22 W. 48 St., New York 19 


Thicags 


aefender 


IN EXCESS OF 200,000 
ABC MEMBERSHIP. 


GEORGE {. HOPEWELt, EASTERN REPRESENTATIVE + 101 PARK AVENUE NEW YORK 


INTEREST IN Ethyl's "Trade—Marks of Nature" series 


is scoring new highs. 


Ad No. 30, above, hit a 1038 


cost ratio for "read—most by men in Look maga— 
zine." This means it was read by ten times more 
men than read the average ad in that issue. Other 
studies show that readers retain the commercial 
message, which tells why it's wise to look for 
the "Ethyl" trade-mark in buying gasoline. 


5 dollar We 


Z cover 


— 
— 
- 
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SHOWING BEATS TELLING. The American Home Magazine 
is "sampled" to advertisers with spreads in ad- 
vertising publications. Editorial features are 
lifted out of the current issue. Thus, advertisers 
can see for themselves the kind of "how to buy, 
what to buy" ideas that make American Home so 
congenial a place for selling home products to 
over 2,600,000 above—average—income families. 


CHICAGO * 


QUAKER GIRL 


EVERY SATURDAY on Armstrong Cork Company's "Thea— 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 

NEW YORK * BOSTON * BUFFALO * PITTSBURGH * 

MINNEAPOLIS * SAN FRANCISCO * 


CLEVELAND * DETROIT 


HOLLYWOOD * LOS ANGELES 


ter of Today" (CBS), the Quaker Girl steps off the 


label on Quaker Rugs and, simply and unaffectedly, 
tells the story of these thrifty felt—base floor 
coverings. A friendly personality who exemplifies 
the spirit of the company, she receives quantities 
of fan mail from housewives to whom the show is di- 
rected. "Theater" is completing eighth year on air. 


AIN'T HAY Seema 
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ADVERTISED FOR the first time only eighteen months 
ago, "Farmhand" now rates top popularity among all 
loaders, according to a survey of western farmers. 
Superior Separator Company's picture—caption 
pages, prepared by BBDO Minneapolis, were re—- 
vealed as the "best-—read ads in the book" in two 
recent readership reports of the Continuing Study 
of Farm Papers. The ads run in nine farm papers. 
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Where TO-MORROW’S Sales 
are made TO-NIGHT 


\o 


RY, mart selling is telling them at the right time and in 
the right place. Right time: evening. Right place: home. 


FOR 73 YEARS THE CHICAGO DAILY NEWS 
HAS BEEN MAKING IT PROFITABLE FOR 
ADVERTISERS TO CREATE TOMORROW'S SALES 
BY ADVERTISING THE NIGHT BEFORE. 


The Chicago Daily News is the preferred home newspaper of Chicago's most IMPORTANT 
million. This group of reader-friends represents one of the richest concentrations of buying power in 
America to be reached by a daily newspaper. 


MOREOVER, THROUGH THE DAILY NEWS YOU 
ARE TALKING TO THEM IN THE LEISURELY 
ENVIRONMENT OF THEIR HOMES. IN THEIR 
HOMES -- WHERE THE PRESSURE OF THE WORK- 
DAY IS OFF AND THEY CAN RELAX AND REFLECT. 


In their home surroundings these people dream as they read of the good things of life they 
would like to own. And, as they read and dream, so do they buy! 


They are Chicago's most IMPORTANT million—as many an advertiser has found out! For 
example, more automotive advertising is placed in the Chicago Daily News than in any other 
Chicago daily newspaper! 


CHICAGO DAILY NEWS 


For 73 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT. Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
Offices in 
NEW YORK ° DETROIT . LOS ANGELES ° MIAMI 
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